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One sure way to make people dissatisfied with their old homes 


Show then a BRIGGS 
BEAUTVWARE bathroom 
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Shown here: B300 Marquette Tub, B6120 Prince Closet, Twin B3500HS Lowell Lavatories 


The bathroom (like the kitchen) has become one of the Compare features with any other fixtures 
most important “show places” in the home. Also, it is 
often in the bathroom that an old home shows its age most. 
That means that bathroom fixture design and styling 
are of greater importance today than ever before. A colorful, 
modern bathroom of Briggs Beautyware dramatizes the 
disadvantage of the old home— adds many powerful extra 
reasons for getting out of the old place, and into the new one. 
The outstanding features listed at right are making 
Briggs Beautyware the first choice of more and more 
value-minded builders, architects and plumbers 
and more quality -conscious home owners. 


NEWEST SEA-TONE COLORS 
GLASS-HARD SURFACES 
SAFETY-FIRST DESIGN 
RUGGED CONSTRUCTION 
HI-STYLE VITREOUS CHINA 
TROUBLE-FREE FITTINGS 
TIME-SAVING INSTALLATION 
SUPERIOR VALUE 





more 


—And TWO bathrooms of Briggs Beautyware will really help to clinch the sale! 


BRIGGS MANUFACTURING CO. 300 Buhl Building, Detroit 26, Michigan 
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BEST KNOWS... 


you've got to build 'em and you've got to sell ‘em 

































It’s no longer enough to ‘build a better mousetrap’ 
—in today’s market you've got to sel it, too! 

“We know that Best homes are an outstanding value 
—we also know that if the public isn’t told and sold, 
quality of product won't help sales. 

“Fine as they are, Best Homes wouldn't sell in their 
great volume without the careful promotion, skilled 
land planning and sound financing help we provide for 
our dealers. 

“Send the coupon below. We'd like to tell you more 
about the BEST home to sell and the BEST way to 


sell it. W. G. Best 


President 


LAND PLANNING... “We'll work right along with a 
dealer on selecting and acquiring subdivision land. 
We'll help him plan the layout, too—and prepare ex- 
hibits that will help secure FHA and VA subdivision 
approval.” 

Larry Nordine 
General Sales Manager 


FINANCING... ‘You can’t sell homes if financing is 
not available—that’s why Best has a Finance Division 
that helps procure interim and long-term financing. . ¥ 
and also prepares and follows-through on FHA and 
VA applications.” 

Robert H. Smith 
Director of Finance 








PROMOTION ... “Advertising, publicity, on-site signs, 
hand-out literature—the complete promotion and mer- 
chandising program you need is planned and organized 
with the help of experts in the Best Dealer Service 
Division.” 





John W. Kelsey 


Vice-President 
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Please rush complete facts on BEST homes and how 







i BEST helps dealers sell. | understand this information is 
— BE available without cost or obligation | 
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W. G. BEST HOMES COMPANY © EFFINGHAM, ILLINOIS | 


THE BEST COMMUNITIES OF TOMORROW ARE BUILT WITH BEST TODAY. 
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Texture One-Eleven is dependable 
DF PA industry quality grade-trade 
marked Exterior fir plywood (EX 
DF PA"), made with waterproof glue 
Specify it by name because only Tex 
ture One-Eleven gives you all these 


features 


@ Shiplap edges neatly conceal 
vertical joints 


@ Deep, clean-cut grooves, interesting 
surface texture. °4” panel thickness 
permits full 4" -deep grooves 
backed by %"-thick panel 


@ Grooves either 2” or 4" o.« Panels 
available in several stock sizes 


@ EXT-DFPA® on panel means 
waterproof glue 


For full color idea folder and other 
data, write Douglas Fir Plywood 
Association, Tacoma 2, Washington 













accent with 


WI Texture One Eleven 


EXTERIOR FIR PLYWOOD - EXT-DFPA 


adds visible value to any home... 
equally effective outside or in 


Introduced only last year, Texture One-Eleven 

has already stirred the imagination of countless 
architects and builders. Here are a few of the ways 
it’s being used —for accent or feature... outdoors 


orin... for residential or commercial buildings. 







ACCENT flat plywood, masonry and other ACCENT your homes with Texture One- ACCENT carport walls, add extra bracing 
materials with Texture One-Eleven. Fits Eleven patio fences and outdoor storage strength with Texture One-Eleven. Panels 
new panelized exterior treatments. units. Adds sales appeal at little extra cost weather well, made with waterproof glue 





Ye. aus 7 a 
ACCENT residential or commercial interiors ACCENT lines created by bold grooves add ACCENT on savings. Builders report panels 
with Texture One-Eleven. Deep parallel high style to strength, durability and econ- slash application time and labor costs. Can 
grooves create striking shadowline pattern. omy of Exterior fir plywood. be opplied without sheathing 


See your lumber dealer. He stocks Texture One-Eleven or can get it for you. 
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Basically stable economy underlies high rate of construction. 


. » Construction expected to erase 1954 record, reach nearly 


$42 billion. . . June housing starts highest for month since 


1951, but adjusted annual rate stays near 1.3 million mark. 


A strange phenomenon is taking place almost un- 
noticed these days the stabilization of the 
dollar. Since the beginning of 1952 the federal 
cost of living index has varied only about 2% 
This fact is of particular importance to the real 
estate industry as it depends upon sound money 
policies for its vigor. wo major factors are re 
sponsible for this stability: record levels of 
personal savings and unsurpassed production 
All signs poimt to a ma strength in these 
economic yardsticks 


construction is expected to reach $41.8 bil- 
lion in 1955, 11% above last year’s record of 
$37.6 billion, says the Departments of Com 
merce and Labor in their revised joint esti 
mates. Private expenditures are expected to in 
crease by 14% to $29.5 billion po public out 
lays by 4% to $12.3 billion. The outlook for 
continued high levels assumes business in gen 
eral and consumers’ disposable income will be 
maintained throughout 1955 at peak levels 


Annual wage negotiations between the Building 
Trades Unions and employers are showing an 
almost universal pattern of increases, says EF 
H. Boeckh in his “Building Costs” reports. This 
has resulted in house price increases of from 
$300 to $400 a house in the medium price range 
in some areas. Builders are offsetting the high 
er costs with harder selling, more features 


1954 saw a continued decrease in new rental con- 
struction. FHA reports that in 1954 it insured 
283 mortgages last year, totaling $234 million, 
on multi-family housing projects with 28,257 
living units. This compares with 154,000 units 
insured in 1950, 66,000 in 1951, 30,000. in 
1952, and 23,000 in 1953. FHA points out that 
home ownership increased during the same 
period 


Vacancy ratio in FHA-insured rental housing is 
+.4% as of March 31, 1955. This is the prelimi 
nary result of the sixth annual occupancy sur 
vey by FHA. Of the 517,000 units, less than 
23,000 are reported as vacant. These projects 
are located in all states, districts and territories 
For the same date in 1954 the ratio was 3.5%: 
in 1953 it was 2.8%. The ratio is still not as 

great as the 7.2% reported in 1950 or the 5.8% 

in 1951, and is not necessarily an indication of 

a national vacancy ratio for all rental housing 


More than 1,700 home mortgages have been 
laced with private lenders by the Voluntary 
lome Mortgage Credit Program (February 


JOURNAL, page 35) in its first 
operation 


months of 
The system was established by the 
1954 housing act to meet mortgage needs in 
remote areas and for minority housing in any 
area. HHFA Administrator Albert Cole, as 
chairman of VHMCP, reports that 1,146 of 
the 1,718 loan placements through June 15 re 
sulted from commitments by participating lend 
ers during the first two weeks of June. Even 
sharper acceleration is expected as thousands 
of applications now in process reach the com 
mitment stage. Heaviest the 
South and Midwest 


few 


volume is from 


Secretary of Commerce Weeks says the Census 
Bureau survey of the second quarter of 1955 
shows a vacancy percentage in all housing units 
of 2.2%. “This Jould dispel recent apprehen 

about overbuilding,” he In April 

1950 the vacancy 1.6% when the na 

tion was facing a serious housing shortage 


SIOTIS says 


rate wa 


HOUSING STARTS — PUBLIC AND PRIVATE 


Underlined figures indicate record for that peri 


1950 1951 1952 
85.9 64.9 


80.6 17.4 


1954 
66.4 


1955 
Jan 78.7 
Keb 
Mar 117.4 


sa.) 


82.9 79.2 75.2 90.0 


94.8 103.9 105.8 952 117.0 
Apr 43 96.2 106.2 111.4 107.7 
May 149.1 101.0 109.6 108.4 108.5 132.0 
June 144.3 132.5 103.5 116.5 129.0 
July 144.4 102.6 116.0 

Aug 141.9 93.2 114 

Sept 120.6 95.1 115.7 


90.1 110.7 


127.0 


104.6 
90.5 96.7 
84.1 


96.4 


99.1 
100.8 
Oct 90.0 101.1 
Nov 74.5 86.1 81.5 
De 60.8 71.5 
Yearly 

Totals 1,396 
First 6 

Months 406 


104.6 
65.8 GOO 


1,091 1,127 1,103 
590 66 94 69 684 


Seasonalls adju ted annual rate 


of 1955 


private only first 6 month 


424.000 
381,000 
407 000 
419,000 
,306,000 
320,000 


January 
February 
March 
April 
May 


June 


Although the estimated 129,000 housing starts in June marked a 
slight decline from May starts, the figure is the highest for ang 
since 1951, and 11% higher than June, 1954. In terms of ex 
penditures, residential construction in June ran 6% ahead of 
May and 7% ahead of June, 1954. One-family housing starts for 
the first quarter were up 289 over the first quarter of last year, 
and cuntianie housing starts were up 169%. Apartment build 
ing was down 10% over the same period. 





Based on 50° cold water, 
the Sanimaster, when 
stalled as a single-tempera 
ture unit, can deliver in one 
peak hour 263 gallons of 
mixed, general-purpose 140 
hot water. Unit requires less 
than 1 sq. yd. One man in- 
stallation. 


rust-free 

hot water... 
economical 
Supply... 
minimum 
maintenance... 


Space Saving 
units... 


longer life... 





look for the ce label 


You get no rust from these modern Sanimaster gas water 
heaters. Their tanks are solid MONEL”. 

But you do get plenty of sparkling clean hot water 
wherever it is needed. And at two temperatures. 140 
regular hot water for showers, sinks, lavatories and 
faucets. 180° sanitizing hot water for your automat« 
clothes-washers. 

Strong, wear-resistant MONEL ... the solid, high- 
nickel, long-life metal tank ... is highly corrosion- 
resistant and rust-proof at all temperatures. 

The Sanimaster is a self-contained water heater, with 
out coils. No pump. No additional volume tank required 
No electric controls. Units can be added, as needed, to 
expand hot water supply. 

Be sure to order either the Ruud-Monel or Crane 
Monel two-temp Sanimaster. Send in the coupon... for 
details. 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street New York 5, N. Y 


NATIONAL Rear Estate AND BuiLpING JouRNAI 


Ruud-Monel and Crane-Monel two-temp Sanimaster 80-80 pro 
vides low maintenance through minimum controls, easy installa 
tion. Operates on all gases. Meets your code requirements. Sold 
only by Ruud Manufacturing Company and Crane Co 


lugust 


on the water heater 
you buy 


The International Nickel Company, Inc. 


Dept. NREBJ 8-55 
67 Wall Street, New York 5, N. Y¥ 


Please send detailed information on Monel 


Sanimaster Automatic Gas Water Heaters 


Literature only 


Have a representative call 
Name 
Name of Establishment 
Street 


City 


1955 
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Frigidaire 
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No Pioneer Had This! 


This is the Pioneer kitchen recently introduced by 
American Kitchens. All metal is either copperplated 
or coppertoned, including cabinet interiors. Doors are 
birch. Featured here are the stack-on oven and range 
top, which come in gas or electric; the Roto-Tray 
automatic dishwasher, with a three-way vertical ad 
justment on the top revolving tray to accommodate 
extra-tall glasses, and the new coppertone porcelain 
enamel sink 


The Kitchen of Tomorrow . . . Today 8-2 


Included in this kitchen are features, efficiency 
and convenience which, until now, had been planned 
for the kitchen of tomorrow. says Frigidaire, its 
manufacturer. It includes a built-in refrigerator-food 
freezer, dishwasher and stainless steel sink. Note that 
the electric range cooking units fold back when not 
in use. The wall oven is equipped with “French type’ 
doors. Beyond the kitchen is the laundry room with 
automatic washer and dryer, a sewing center and a 
swivel TV set. The sliding glass windows in the 
kitchen and sewing room overlook a patio 


Fold-Away Burner — Space Saver 8-3 


Produced by Dixie Products Inc., of Cleveland 
Tennessee is this new Fold-Away burner. When not 
in use the burners fold against the kitchen wall 

When the pot is ready for the fire, the burners 
are eased down on hinges from self-contained wall 
units onto the counter, they are in position and burn 
ing with a turn of the knob. When closed, the burner 
automatically shuts off. A top surface light turns on 
automatically as the unit is lowered into cooking 
position 

Wall space between counter and cabinets provides 
housing for the Fold-Away units. This idea saves 
counter Space and drawer space, adds safety con 
venience and compactness to the modern kitchen 

The units are available in groups of two. A built 
in oven-broiler is available with the Fold-Away 
to complete the cooking ensemble 


Stumped for Washer Space? 8-4 


[wo new home laundry appliances are announced 
by the Westinghouse Electric Appliance Division 
the Laundromat-25, a_ fully 
automatic family-sized washer 
with only a 25-inch width; and 
a new budget-priced clothes 
dryer, model AD-1. The Laun 
dromat-25 has an eight pound 
wash capacity. It has a flexible 
control dial that enables the 
housewife to repeat or eliminate 
any part of the washing cycle and also to select hot 


—- ie 


eg | 
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Where to put a big closet is no problem with Glide-All Sliding 


R Doors. They fit aimost anywhere in the house, making huge closets 
J 
* 7 
OCC. Floor-to-ceiling Glide-All Doors in the Seaview Motel, Manhattan 


Beach, Calif. Builder, Frank E. Bivens, Jr.; Architects, Kliegman & 
Leizer, Los Angeles 







™ Houses with the extra storage space features of Glide-All 
Sliding Doors sell faster. Glide-All Sliding Doors are the 
perfect means of getting more useful and accessible storage 
room from the same overall area that conventional closets : 
require. They make floor-to-ceiling, wall-to-wall expansive 
wardrobes possible in small rooms, full height hallway 
storage space and entrance way guest closets even in con- 
fined quarters. Glide-All Doors offer other advantages too. 
They eliminate costly framing and plastering construction. 
Installation time is short and requires no special skill. Out 
of square jambs, ceilings or floors are compensated by 
simple adjustment features built into each panel. 


Glide-All Doors are built to assure trouble-free operation. 

They roll on Nylon lifetime rollers in overhead steel track 

panels are durable Masonite Duolux reinforced with 
steel tubing and can be decorated just like walls. 


There are Glide-All Doors in 8’ floor-to-ceiling panels, 
6'8” standard heights, overhead or bottom roller models, 
in flush or recessed panels. They can also be adapted to 
your special installations. The Midwestern House 


Wie : : : Architect: Norman Nagle, A! A, Minneapolis 
Glide-All Doors are available in Jr. sizes too in heights — gyilder: Town Development Corp., Chicago 


from 16” to 36” in widths of 18%" to 36”. They are ideal for = Gjide-Al! Sliding Doors were 
converting waste areas into handy small storage space selected for this prize Hotpoint 


Living Conditioned Home 
Write today for complete details and for the Glide-All A.1.A. for 1955 


File Folder. 


Glide-All Doors are produced in 6 modern plants across the Nation . . . available from distributors throughout 
United States and Canada. For complete information write plant nearest you. 


CHICAGO, 3514 Oakton $t., Skokie, tlineois 
GLIDE-ALL SLIDING DOORS ARE A PRODUCT OF CLEVELAND, Ohio, 1890 Carter Rd 
EL MONTE, Calif., 801 West Valley Boulevard 


NEW YORK, Glen Cove Rd., Mineola, N. Y 


DETROIT 34, MICHIGAN SAN FRANCISCO, 1970 Carroll Ave 











or warm water as may be required, For homes where 
limited space does not permit a permanent installa 
tion, the Laundromat-25 can be made portable by 
use of a spec jal caster kit 





All Electric . . . and in One Package es 


Here is the new electric kitchen center by General 
Electric. This complete unit contains a combination 
washer-dryer, Disposall-equipped sink, dishwasher 
and counter top range. Notice the plug-in center at 
the left for small appliances. The unit also has an 
automatic timing device for the cooking unit. The 
countertop is stainless steel 





U-Shaped Step Saver 8-6 


Here is a compact kitchen featuring the built-in 
freezer and refrigerator by Revco. In this kitchen 
the space saving over-under model was used. Note 
abundant cabinet and storage space and the large 
counter top area around the sink. Range, placed 
within arm's length of refrigerator unit, is by 
Chambers 


Bathroom Cabinet, Junior Size ad 

For smaller homes and apartments, Miami-Carey 
has introduced the Duette Jr. sliding door bathroom 
cabinet, Although smal 


ler in size and lower 
in price, it retains many 
features of the large: 


models twin sliding 
mirror doors, large com 
partment, stainless steel 
cabinet frame and fin 
ish of silver grey baked 
on enamel 

Iwo models are avail 
able one with flu 
orescent tubular light. 
curved translucent shade, electrical outlet, plug and 
switch; another without the light, shade, outlet and 
switch. It has adjustable glass shelves, tooth brush 
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holders, and used razor blade slots and polystyrene 
door pulls 
Custom Look for Counter Tops ie 


Juilders can get a 
custom-built look on 
counters with the new 
Curvatop counter top 
and backsplash surfac 
ing manufactured by 
Consoweld Corporation, 
of Wisconsin Rapid 
Wisconsin. This exclu 
sive preformed plastic surfacing unit features a 
pelt graceful curve from work surface to back 
splash. Ready to install on the job in kitchens and 
bathrooms, it is available in one size, eight feet long 
and 251% inches wide and in 10 color 


What'll You Have — Steel or Glass? 8-9 
New 


steel are available in ad 
dition to 


seven ol 





and patterns 


sliding doo of 


vias doors on 
Kelvinator’ 
loping-front “pantryet 
te” kitchen wall cabi 
The cabinets that 
may be equipped with 
the steel doors include 
six models 30 inches high. in widths from 24 to 66 
inches and one 18 by 36 inch cabinet 

The new doors give the prospect a choice of steel 
as well as glass in the distinctively-styled pantry 
ettes,”” plus the opportunity to apply color as desired 


nets 


8-10 


A Compatible Pair 


Plastic Products Company, Ozone, New York, has 
created these matching laminated plastic bathroom 
vanities and medicine 
cabinets. Available in a 
large assortment of col 
designs and _ sizes 
they are especially gear 
ed to meet today’s pub 
lic demands, the manu 
facturers say. The coun 
tertop, finished with 
life-time laminated 
plastic resists alcohol 
acids, alkalies, boiling 
water and abrasions 
An added convenience 
is the built-in 
drawer that can be used for personal items. Other 
features are the 
hamper 


Ors. 





storage 


swing away-seat and a built in 


Cabinets for Problem Spots 8-11 


Builders may give kitchens a 
by use of the Pic-A-Dor 


custom-look”’ styling 
steel cabinets manufactured 
by Tracy Kitchens of 


Pittsburgh. The Pic-A 
Dor is available without 
doors. but fitted with 


grooves and runners for 
custom-cut sliding door 
from a variety of 14 
inch thick materials, including plywood. textured 
pressed woods, Masonite and Formica Use of the 
gliding doors on all cabinets permits flexibility in 
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From carton 


to assembled cabinet unit 


, > , l 
in @ minuteswith F* , 
\ 


BILT-WELL 


semi-assembled CABINETS 


If you’re looking for places to reduce labor costs 
in the homes you build, look first in the kitchen 
and other rooms where cabinets must be installed 
If you are presently custom-building kitchen cab- 
inets and storage walls, you can save valuable time 
and labor costs by changing over to BILT-WELI 
Multiple-purpose, semi-assembled wood cabinets 
In the time it takes you to lay out one custom 
kitchen cabinet job, you can install two complete 
BILT-WELL kitchens! And what's more, you'll 
be giving your clients a cabinet installation with all 
the features of the most expensive custom job 
Modern, attractive BILT-WELL cabinets are 
K.D., fully manufactured, pre-fitted and ready for 
quick, easy assembly and installation. Made from 
all-clear Ponderosa Pine, they are ideally adapted 
to all finishes, natural or decorator painted. BILT- 
WELL cabinets come in graduated sizes to fit every 
kitchen or storage plan and are the perfect answer 
to bedroom, utility area and recreation room 


Ge Well ) storage walls 
Get full information on BILT- 
| ie WELL Multiple-purpose cabinets 


NATIONAI 


from your lumber dealer, or write 
Mr. Walter Blosch, Sales Manager, Carr, Adams 
& Collier Company, Dubuque, lowa. Do it today! 


e |666 


BILT-WELL “ece"2"" 


Other BILT-WELL products favored by homebuilders include 
Complete Unit Windows, Casements, Awning Windows, 
Multiple-use Cabinets, Overhead Garage Doors, Combina- 
tion Doors, Storm & Screen Units, Basement Windows, Shut- 
ters, Exterior & Interior Doors, Entrances, Gable Sash, 
Louvers, Corner China Cabinets, Mantels, Telephone Cabi- 
nets and Stair Parts 


Rear Estate AND BurLoinG JouRNAI August, 





Calling 
; Ve B, 7d /- 4 Enter the big | 5 BLT 
WELL BUILDERS ‘CONTEST 
Win a free trip to Europe, 
Bermuda, Mexico or Hawaii 
Every builder who enters will 
win o prize. Ask your dealer 
about it or write Corr, 
Adoms & Collier for 
complete Contest Kit 








kitchen cabinets, according to Tracy. By saving on 
the swingout space of conventional doors, the Pic-A 
Dor can be fitted into problem spots in the kitchen 
on walls by doors or refrigerators, above ranges, by 
work centers, next to dining areas or tables 


Vinyl Surface for “Prestige” Doors oe 
A vinyl-clad flush 


door is now available 
from the Kawneer Com 
pany in seven colors for 
those seeking decorative 
doors as well as func 
tional ones. The vinyl 
surface comes in colo 
nial finishes or in a lin 
en texture. 

The vinyl is lami 





Pacific Mutual Life Insurance Company Building, nated to an aluminum 

San Francisco backing sheet and is ex 

Architects: tremely abrasion and 

Loubet and Glynn, San Franciseo, Calif. mar resistant. The lami 
General Contractor: nate is impervious to liquids and is easily cleaned 
MacDonald, Young and Nelson, San Francisco, Calif. with soap and water, the manufacturer says. The 


vinyl-clad door is designed for schools, hospitals, of 
fices and other installations where a practical “pres 
tige”’ door is required 


Architectural Metal: 
The Kawneer Company, Berkeley, Calif., and Niles, Mich. 


Windows: 
Reynolds Metals Company, Louisville, Kentucky Compact and Colorful 8-13 
Aluminum Applications In This Building: A new color idea in 


Copings * Door Frame + Vertical and Horizontal Mullion Covers 


Door & Window Jamb Covers * Column Covers « Facia « Stools & Sills folding doors was re 


cently introduced by 
the American Bamboo 
Corp., Jamaica, New 
York. The product, 
Shadowtone Bamboo 
fold, is an accordion 
type, outer core bam 
boo folding door which 
is available in the new 
Shadowtone a tex 
ture process which pro 
duces patterne -d color 
tones on highly polished 
imported bamboo. Fold 
ing to less than 10% of its extended width, the door 
offers a number of space-saving, decorative and fun¢ 
tional ideas. It comes completely assembled and can 
be installed in five minutes. The doors can be clean 
ed with a damp cloth or vacuum cleaner and are said 
to be mildew and warp-proof 





Reynolds Aluminum Service 
to the Building Industry 


Reynolds makes available expert help in 
aluminum design problems and in selecting 
from a wide range of standard Reynolds 
Aluminum mill forms, in addition to these 
performance-proved Reynolds Lifetime Alu- 
minum Building Products: 


For Home and Farm: 
Gutters & Downspouts 
Reflective Insulation 
Residential Windows (Casement, Awning, 
Traverse, Double-Hung, Basement and Utility) 
Corrugated and V-Crimp Roofing and Siding 
Weatherboard Siding—Flashing—Nails 


: Industrial, Commercial: Sliding Closet Door 8-14 


Center Pivoted and Commercial Windows ESCO sliding closet door 





























Reynowall, exterior insulated wall system track is a one piece alumi 
ReynoCoustic, aluminum acoustical system num extrusion, rather than 
Reynowall, interior partition system a formed section. With this 
Reynoside, aluminum siding in modern | design change, the manufac 
architectural designs | turer says, ESCO track can 
Reynodeck, aluminum roof deck be furnished in lengths up 


to 16 feet. Another new fea 


a oo a a ture is the redesigned track 
oc cts ivisio " . 
Seath Masth Stzect, Louisville 1, Ky. lock. Once the hanger is in 
& place it cannot be removed 
without removing the track 
itself, thereby permanently 

* Y N OL D S locking the front door in 

‘soc Two small adjustable 
ocks prevent rear doors from jumping track 

U M | N U M (Please turn to page 45) 
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when you become a New Century Dealer-Builder 


Complete detailed drawings and 
you specifications are taken care of by 
- 


New Century on individual homes. 


. ’ 
eliminate In the case of sub-divisions and ex- 
tensive developments your planning 
d : b d is taken care of by New Century's 
VYAWINE OAV architect. Your time and efforts 
are spent on selling or in supervision 


work of numerous houses — not on un- 


profitable paper work. 














12 reasons why you'll like the New Century plane ASK FOR EVIDENCE... 


Talk to any present New Century Dealer- 


1. You Make Much More Money 7. You Have Extreme Flexibility Bulider ‘shout the complotences of cur planning 
2. You Create Happier and Better in Interior Finish 
Satisfied Customers 8. You Build Better Homes and engineering service — or about any other 
3. You Eliminate Practically All 9. You Have Less Paper Work panes of thes rere experience with 
Drawing Board Work 10. You Become a Part of a Family New Century homes. Come to Lafayette at 
4. You Turn Your Working Cap- of Cooperative, Friendly, any time inspect our plant, visit New 
ital Faster Understanding People Century and other prefab homes, then — make 
5. You Offer Wider Selection of 11. You Build Homes That Sell up your own mind about the New Century 
Floor Plans Faster Than Competitors’ Plan as it fits into your own operations. 
6. You Face No Limitations in 12. You Comply With “Look Alike” 
Elevation Design Restrictions —_ ow 


NEW CENTURY HOMES, Inc., 
Lafayette, Indiana 


YES —send me complete information on the 
New Century Plan, 






NAME —— = 
> ¢ yY COMPANY _ 
NEW CENTURY HOMES, INC. 
Lafayette, Indiana, Telephone No. 2-0171 es ADDRESS - 
CITY STATE 
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Koight, Orr & Company 
Jacksonville, Florida 


Henry A. Knott, Inc. 
Baltimore, Maryland 


Wilmington Real Estate Board 
Wilmington, Delaware 


A. Lovelace Starliper 
Martinsburg, West Virginia 


Schroeder gr see Company 
Omaha, Nebraska 


Sherman and Hemstreet, Inc. 
Augusta, Georgia 


Edwin W. Chase 


Lombard, Ilinois 


Newlin-Johnson Development Company 
Terre Haute, Indiana 


William J. Elliot 


Fl Paso, Texas 


BE. C, Hougen 


La Crome, Wisconsin 


George A. Probasco General 
Contracting Corp. 
Reno, Nevada 


Howard E. Sproat 
Brookfield, Mlinois 


William H. Lyon, Realtor 
Lexington, Massachusetts 


Ralston Realtor, Inc. 
Sheridan, Wyoming 


Whitcomb & Keller 
South Bend, Indiana 


Robert A. Cline, Inc. 


Cincinnati, Ohio 


Jayhawk Construction Company 
Topeka, Kansas 


Leslie H. Blank 


Tampa, Florida 


Jones & Brand & Hullin, Inc, 


Sacramento, California 


Adams & Leonard 
Tulsa, Oklahoma 


Wheeler Nickell 
Ashland, Kentucky 


Federer Realty 
Richmond Heights, Missouri 


Reid-McGee 


Jackson, Mississippi 


reagen Realty Company 
Colorado Springs, Colorado 


Mason McDuffie Co. 
Berkeley, California 


Adams-Cates Co. 
Atlanta, Georgia 


John H. Worthman 
Ft. Wayne, Indiana 
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“We are having an exceptionally fine response 


from PERFECT HOME” 


savs H. M. Ward of Huron, South Dakota 


“About six years ago, the repre- 
sentative of Perrectr HOME mag- 
azine called on me and deter- 
mined that our firm was qualified 
to become the exclusive sponsor 
of Perrecr Home in this area. 
We picked a very good list of in- 
fluential people to receive Per- 
rect Home and have had ex- 
ceptionally fine response. Our co- 
sponsors feel that this joint ven- 
ture is the finest type of public 
relations and institutional adver- 
tising,”” says H. M. Ward of the 
H. J. Ward Agency in Huron, 
South Dakota. 

Perrect HOME acts as your 
personal ambassador to the key, 
influential people in your com- 
munity, It is a powerful reminder 
to these opinion-makers of the 
quality service you offer, Perrect 
Home is a dignified way of in- 
spiring confidence in you and your 
team of select co-sponsors. 

A limited number of exclusive, 
annual, renewable franchises are 
available to established firms with 
unusually high qualifications. If 
you are interested, address your 
inquiry to 


PERPRCT HOME 


Since 1932 H. M. Ward has been op- 
erating the H. J. Ward Agency, found- 
ed by his father in 1906. After two 
years in the Aleutians with the U. §S 
Navy, Mr. Ward joined with several 
other Huron businessmen and de 
veloped Lincoln Park Addition. He 
erected the first houses in the 400- 
unit project. In addition to his real 
estate business, Mr. Ward also has an 
insurance agency and has served as 
state secretary for the South Dakota 
Association of Insurance Agents. 
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Hotpoint Customline 
{), Refrigerator-freezer 
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Hotpoint Customline 
Cooking Top Ensemble 


Spark Low-Cost Home Sales in Johns’ Temple | 


. 


a 


Terrace Heights Development, Tampa, Florida! | = ost! 


8,500 Visitors Opening Day — 41 Homes Sold The First Week! ay a 
uper Ov 
<< JOHNS, president of Johns Builders & 


Development Co., was quick to see the 
‘extra’ impact he could gain by featuring top 
quality Hotpoint Customline built-in 
appliances in low-cost homes! 
When he announced his new 3 bedroom 
Temple Terrace Heights homes, priced from 
$10,850 to $14,150 he featured Hotpoint 
Customline Kitchens. And he capitalized on the fact that he was the first to offer 
Hotpoint Customline Appliances in the Tampa area! The resulting fast 
turnover of these homes proved the value of Johns’ merchandising strategy 
The new Hotpoint Customline can help you make easier, faster sales, too! 
With the complete matched Hotpoint Customline, you can tailor a glamorous 
Hotpoint built-in kitchen to fit any budget! You can offer from two up to seven 
Hotpoint Customline Appliances . . . plus features such as Hotpoint’s Remote 
Control Pushbutton Cooking! And remember, Hotpoint Customline Kitchens can 
be covered by FHA and VA mortgages and included in regular monthly payments! 
Have your Hotpoint Distributor show you how leading architects, builder: Hotpoint Dispesail” 
and remodeling contractors are using Hotpoint Customline Built-In a fy AY 
Appliances to increase their sales. Consult him before starting your next project! , tA rt 
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Hotpoint Customline 
Dishwasher 


LANGES REFRIGERATORS + DISHWASHERS - DISPOSALLS® « WATER WEATERS Hotpoint Super 
De Luxe Leunduet 

FOOD FREEZERS - AUTOMATIC WASHERS - CLOTHES DRYERS - AiR CompiTiONERS 

HOTPOINT CO. (A Division of General Electric Compony) 5600 West Taylor Street, Chicago 44, Iilinols 
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Guide To NEW PRODUCTS & ADVERTISERS 


Use the Handy Inquiry Form below for more infor- 
mation on new materials and advertised products. 








How to use this Guide: The number to the left of a manufacturer’s name is dupli- 
cated on the Inquiry Form. Mark the numbers on the Form about which you want 
more information at no cost or obligation. Cut out Inquiry Form and mail today. 


8-1 


8-2 


8.3 


NEW PRODUCTS 
American Kitchens 
Pioneer Kitchen 
Frigidaire 
Kitchen 


Dixie Products, Inc. 
Fold-Away Burner 


8-4 Westinghouse Electric Corp 


8 


Laundromat 25 


5 General Electric Co. 


Electric Kitchen Center 











ere ener eee aero —— = 


— 
@ 


Journal Handy Inquiry Form 


Products Editor 


NaTIONAL REAL Estate AND BuILDING JoURNAL 


427 Sixth Avenue S.E., Cedar Rapids, lowa 


I want to know more about the items checked 
below. Please see that yy information is 
sent to me without cost or obligation 


8-1 
8-2 
8-3 
8-4 
8-5 


8- 9 
8-10 
8-11 
8-12 
8-15 
8-14 
8-15 
8-16 
8-33 


8-17 
8-18 
8-19 
8-20 
8-21 
8-6 
8-7 
8-8 


8-22 
8-23 
8-24 


Name 
Firm 


Street 


x 


-~ 
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Revco 

Built-in freezer and refrigerator 
Miami-Carey 

Bathroom Cabinet 
Consoweld Corporation 

Counter top and backsplash surfacing 
Kelvinator Corporation 

Kitchen Wall Cabinet 
Plastic Products Company 

Bathroom vanities and medicine cabinets 
Tracy Kitchens 

Steel Cabinets 
Kawneer Company 

Vinyl surface for doors 


$3 American Bamboo Corporation 


Folding doors 


Esco Corporation 
Sliding closet door track 


) In-Sink-Erator Manufacturing Co 


Food waste disposer 


Van-Packer Company 
Packaged rain cap unit for chimneys 


ADVERTISERS 
W. G. Best Homes Company 
Briggs Manufacturing Company 
Carr, Adams & Collier Company 
Douglas Fir Plywood Association 


Frigidaire Division, General Motors 


2 Hotpoint Company 


Inland Homes Corporation 


International Nickel Company 


5 The Lincoln Press 


32 
33 
34 


Moorlee Display Advertising 

Mullins Manufacturing Company 

New Century Homes 

Reynolds Metals Company 

Sargent-Sowell 

Scholz Construction Corporation 

Setlich Sign Company 

Thyer Manufacturing Corporation (back cover ) 


Woodall Industries 11 
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COLORFUL YOUNGSTOWN KITCHENS 
PAY FOR THEMSELVES! 


... in higher rentals, lower vacancies, lower maintenance 


For fresh appeal in new homes and apartments, 
nothing beats Youngstown Kitchens in thrilling 
new colors. They'll make any property easier to 
rent or sell! 

All-steel Youngstown Kitchens have been proved 
best known 5 to | in actual surveys. They are com- 
pletely flexible—easy to plan. They won't warp or 
rot—never need painting or repainting. They cut 
maintenance costs to the bone. 


And they bring you beautiful, appealing 
color at no extra cost! 


Get the facts on Youngstown Kitchens now... 
send coupon! 


MULLINS MANUFACTURING CORPORATION + WARREN, OHIO 
World’s Largest Makers of Steel Kitchens 


COLOR! 
Star White « 
Meridian Blue . 


Dawn Yellow 
Sunset Copper 


JOB-TIMED DELIVERY! 


. . » from the nearest of 87 completely stocked, 
strategically located warehouses 


MASS-PRODUCTION PRICES! 


a only the world’s largest makers of steel kitchens 
could offer such tremendous savings 


Director of Marketing 
Youngstown Kitchens, Dept. NRE-855 
Warren, Ohio 
Please send me Youngstown Kitchens’ new “Specifications Book 
Please have your distributor representatise call —no obligation 
NAME 


(Please print) 


FIRM 


ADDRESS 
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The NEW 


Series C-820 


spacious 
yet low in cost 
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C-822 
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Check these Clualty Features... 


Distinctive Designs 

Finest Engineering 
Conventional Type Construction 
Highest Quality Materials 
Precision Manutacturing 
Beautiful Exteriors 

Well Planned Interiors 
Spacious Rooms 

Large 36 
Oversized Closets 


x 24 Basement 


we Sernlan 


20 


Aluminum Double Hung Windows 
Large Picture of Panorama Window 
Aluminum Double Foil Insulation 
Insulated Sheathing 

Hardwood Floors 

Birch Flush Doors 

Mechanical Folding Door 

Extra Wall Space for Furniture 
Arrangement 


L-shaped Kitchen 
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Large Dining Space in Kitchen 
Sink 


Enameled Stee! Kitchen Cabinets 


Window over Kitchen 


with Formica Counter Tops 
Quality Hardware—-Complete 
Gypsum Drywall Interior 
Bathroom and a half 
Recessed Bath Space 

Linen Closet in Bathroom 
One Mode! with Fireplace 
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your files and readily available to your 
We will supply you with 
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One Model with Porch 

Double Course Cedar Shakes 
Bevel Siding 

Distinguished Roof Desiar 

Wide Roof Projections 
Decorator Colors Inside and Out 
Flower Boxes 

Shutters 

Wrought Iron Columns 

Full Sized Dining Room 


fi 
Harries 5%! College St. P. 0. Box 915 


Piqua, Ohio, Phone 3880 
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The Intangible Behind Merchandising - 





pore is the merchandising issue of the Journnan. On the following 
pages you will find a variety of ideas and methods for selling our 
most tangible asset real estate. It’s strange but true that the most 
valuable aid to selling that tangible is an intangible. Sometimes ws 


. 
are prone to forget this intangible, as we found on a visit to a northern 
city recently 
We'll call the man in this true example John Jones, for want of a 
. 


better name. Mr. Jones is the owner of a real estate company and 
has been in business less than ten years, but already he controls bette: 
than half of the property transactions in his community 
2 From all outward appearances, the life of Mr. Jones has the mak 
ings of an Horatio Alger story. Actually, it doesn’t. Far from it 
We had heard questionable murmurings about Mr. Jones and we 
e were curious to find out if they were true. To get the truth, we went 
to Mr. Jones’ own home town and talked with several civic leader 
and businessmen. Wherever we mentioned the name of this real 
° estate man there was a wrinkled brow and a look of disgust. Com 
ments about him ranged from a mild accusation that “he is a high 
pressure artist who lists too high and sells too low” to a stinging 
indictment that “he cheated a widow of $4.000 and will bilk anyone 
and everyone.” 









This Mr. Jones, who is fictional in name only, appears to be doing 
very well. He has a large office staff and pretentious headquartes 
. Things are going his way, for the time being. But, as we found, the 
word is getting around about Jones, not only in his own community 
but around the state as well. So we're not worried about Mr. Jone 
« His apparent success will be short-lived 
We are worried, however, about Mr. Jones’ reflection on the real 
estate industry. Real estate people in Jones’ community are suffering 
° both in business and prestige. A few are being tempted to follow 
Jones’ way of doing business. One young real estate man, who ha 
been in business less than a year, frankly admitted that he was out 
to sell property as fast as he could regardless of how he had to do it 
He made it clear that ethics had no place in his plans 
This pointed up again to us that persons in the real estate industry 










Publisher 
Hersert S. STAMATS 


Editorial Director 















inocien OR emmiainn have only one thing to sell only one thing of any value: the in 
tangible of reputation. And reputation is made up of a multitude of 

| things ability to serve, personal interest in our clients and in our 
Bos Fawcatt community, and the desire to counsel people wisely on the best use 

of real estate. Integrity ethics, of course, is the essential ingredient 

Managing Editor Fortunately, most men and women in the real estate industry are 
Rocer C. Laxey striving for good reputation. So it is unfortunate when a disreputable 
member of our industry is permitted to heap one disgrace aie an 

Associate Editors other on those who are striving to be reputable. It is especially un 
Rosert L. Payton fortunate that immediate action is not taken to ferret out the evil 


Lacnane 38. Noun doers. The case of Mr. Jones is an example. Although every real e 


tate person in Jones’ community is fully aware of his malpractice 
not one is taking the lead to do something about it. This is a crime in 
itself 


Field Editors So in reading the following pages. we think it is necessary to keep 
Leonard V. Kachel Bryan J. Lane 
Ray J. Walther J. Chester Hacker 


Editorial Assistant 
Louise E. Eicxr 


in mind that the underlying quality upon which merchandising 
success is built is reputation. It is not simple to build or maintain 
Tax Editor: B. HW. Welter It is easy to destroy. But by continuously striving to build it and help 
ing to safeguard the public against those who seek to tear it down 
we will achieve the public respect that is so necessary to long-range 


Contributing Editors mere handising suCCeSS 
Earl B. Teckemeyer, Jack Stark, Sam Russel! 
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Edina Kieckse« 


Circulation Manager 
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This issue is dedicated to home merchandising. 
The emphasis is on the two most important 
areas of a house that help it sell — kitchens and 
bathrooms. In no other areas of the house has 


so much progress been made in so short a time. 


ISSUE 


In the past two years these trends are specially 
notable: 

1) Built-in appliances are firmly entrenched 
as sales features in new houses. 

2) Demand for an extra bath is increasing 
right along with the demand for larger 
houses, more bedrooms. 

3) Use of color, and more important — 
color coordination, is showing real 
results in stimulating sales. 

On the following pages you will find case 
studies of real estate companies which are 
particularly successful in house merchandising 
— how they work with their client builders, 
what they are using in kitchens and bathrooms, 
how they promote sales. Included are opinions 
of color stylists, decorators, and men ex- 
perienced in the merchandising of appliances 
and bathroom fixtures. 

These pages are designed to show you the pace 
in merchandising being set by experts. They 
will give you ideas which you can apply to 

your own operation — whether it be large or 
small. The field examples chosen for this issue 
have passed the one supreme test — they 


are used in houses that sell. 
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Making the Most 


of Your Sales Ability 


Selling new or old houses in a normal market takes a 
unique knowledge and ability that only the seasoned real 
estate executive has. This New Haven, Connecticut com- 
pany began selling that knowledge and ability to build- 
ers ten years ago. Today, in addition to its real estate 
brokerage operation, this company is selling 1,000 new 
homes a year for its 40 client builders. ‘This is a case study 
of an alliance which benefits the real estate executive, 


builder and home buyer. 


YELLING for builders is big business — just how big will be described 
KJ in next month’s JouRNAL and the Lomas and Nettleton Company 
of New Haven, Connecticut has capitalized on this new trend 
great 

The company began selling for builders about ten years ago. Five 
years ago Lomas and Nettleton was selling for about ten builders, and 
this year the company is the sales agent for 40 builders and is selling 
about 1,000 houses for them 


with 
success 























Home office is to be ex 
panded to almost doutle 
its present size to allow 
for rapidly increasing 
sales, mortgage 

surance business 
and Nettleton 
age property 

employs 125 people, in 
cluding a fulltime sales 
force of 14 and 10 part 
time salesmen 


and in 
Lomas 
also man 
Company 


Main office of Lomas and Nettleton in 
New Haven is dignified, appropriate to 
the Company's 61 years in business 


arr 


Albert N. Rohnstedt, vice president. 


Donald F. Nettleton, president, 


Like many companies offering this kind of serv 
ice, Lomas and Nettleton has a well-organized sys 
tem. For example, only salaried employees work at 
tract selling, for the Company has bana that tract 
selling is frequently easy. Salesmen working on a 
straight commission basis in such a situation tend to 
pass by the “harder” selling resales, older homes 
in poor neighborhoods, and so on 

lract salesmen are given several weeks special 


training by the sales manager in the office, with 
actual experience the basis for study. The number 
of salesmen assigned to a tract depends on whether 
the houses are in the low price ranges, or are priced 
_— and move more slowly. Low-cost projects that 
sell out quickly can be manned full-time profitably. 
but small developments of larger, higher-priced 
homes move more slowly and can’t support full-time 
salesmen at the site. 

Joe Bishop, Lomas and Nettleton sales manager, 
points out « it is profitable for builders to take ad 
vantage of the services offered by a qualified sales 
agent. 

“First of all, we have more sales experience 

“It relieves the builder of all sales work and makes 
it possible for him to apply himself full time to the 
actual work of building the houses. 

“We have buyers that come into our offices 
through our advertising that we are able to sell de 
velopment houses to , el that the builder would 
have no way of knowing about. 

“Builders are likely to spend enormous amounts of 
money for advertising material because of their lack 
of experience in selling and real estate advertising 

“We prepare all the necessary papers, saving the 
builder money that would be lost by delayed closings 
This frequently amounts to a considerable sum, al 
though many builders fail to realize it.” 

Bishop came with Lomas and Nettleton in 1938, 
and gained all his background in real estate with the 
company. The company itself, now headed by 
Donald E. Nettleton, son of the founder, was started 
in 1894. It now has, in addition to its main office in 
New Haven, branches in Bristol, Hartford and Stam 
ford. The main office is being increased to almost 
double its present size because of the Company’s 
rapidly increasing volume 

Employing 125 people, Lomas and Nettleton has 
14 full-time salesmen and ten employed on a part 
time basis. Roughly 50% of the company’s business 
comes from mortgage financing. Brokerage, man 
agement and insurance share the other half about 
equally. 

Albert N. Rohnstedt, an ex-banker, is vice presi 
dent and has been with Lomas and Nettleton since 
1935. 





What Real Estate Companies 


) Provide sales experience and know-how 
) Plan effective advertising and promotion 


Help them design and plan salable houses, 
and select salable features to include in them 


Arrange financing, and handle all the details 
of paperwork and closings 


Make available to them home buyers they 
would otherwise have no way to contact 
directly 


6) Budget advertising and promotional expendi 





Can Do For Builders 


tures realistically, and save the builder un 
told dollars of wasted or ineffective advertis 
ing 


Man the development efficiently, with train 
ed salesmen 


Shoulder the burden of getting the develop 
ment substantially sold before the builder is 
committed to extensive construction 


In other words, a the builder put up sala 


ble houses, sell the houses, and let the build 
er concentrate on building them the quickest 
and most economical way 








August, 1955 


NaTIONAL Rea Estate AND BurLpINnG JouRNAL 





You ll he Zruad to own a 





One | Jay's Proof of a 


Successful Promotion 


2,000 Visitors— 
20 Houses Sold 


Lomas and Nettleton and a home builder teamed 
up to sell 165 houses in ten days, with 50 houses 
sold on opening day. Behind their success is close 
cooperation, good site selection, salable design, 


and a whale of a lot of merchandising know-how. 


6 bow: bare figures are pretty impressive 
Fifty houses sold on opening day. 
Five thousand people visited the model homes 
on opening day 
Two million dollars’ worth of houses sold with 
in ten days, or an average sales volume of $200,000 
per day. 
Of the 165 houses sold in ten days, 104 carried 
a $11.500 price tag, 53 were sold for $13.500, and 
three were sold for $10,500 
What lies behind this promotion certainly one 
of the most successful promotions of low-cost houses 
is a case study of the teamwork of a successful 
real estate company and a successful builder 


Light-scale furniture makes the living room of this model seem 
uncrowded, yet adequately furnished. The planter on the small 
table and the freshly filled flower vase gives a lived-in look 











An attractive feature of the Ridgeland houses is the carport 
This three bedroom, $11,500 model is the biggest seller. The 
project of 165 houses is to be completed by January, 1956 
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D. 


Good taste is the rule applied here by Lomas & Nettleton in deco 
rating the demonstration house. Furniture and decoration should 
be in line with what the home buyers will buy or already own 


It’s important in furnishing and equipping builtforsale houses 
to meet the demands of the local homeseckers. This kitchen is 
compact and conveniently arranged, has ample space 
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These ads ran in the Sunday newspapers, one preceding the 


grand opening. Emphasis was placed on easy financing arrange 


ments and sales features in both ads, with the second ad point 
ing out the terrific sales record, 


James F. Linehan, Jr., 

builder of the Ridgeland 
project, has been in the con 
struction business seven years 
in the New Haven area. 
Starting as foreman for a 
large developer, he went in 
to business for himself three 
years ago. Ridgeland is his 
fifth development, all his 
projects being in the $12, 
000 to $20,000 price range. 


real 
with Lo 

having 
An import 
his in the 


Nettleton, 
in 1958, 


and selecting 


would add to sal 


Originally projected as a development of less than 
100 houses, the real estate company 
Nettleton of New Haven, Connecticut 
builder J. F. Linehan, Jt produced three 
demonstration houses that were really salable 

The 160-acre tract was divided into plots 100 feet 
wide and 180 feet deep, located in high, rolling. 
heavily wooded country. The land was developed by 


Lomas and 
and the 


An 
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Ten thousand copies of this brochure were mailed out, listing 
main features, showing floor plans and outlining financing. 
Thomas Laydon, Jr., who provided the street and 


storm drainage. The number of trees and amount of 
leveling necessary involved a peculiar problem. To 
yet adequate drainage the ground was sloped toward 
deep gorges and the roads were curved around them 

Construction and mortgage financing were provid 
ed by the Lomas and Nettleton Company, and all 
but 15 of the homes had VA guaranteed loans. The 
VA loans required no downpayment, and monthly 
payments ranged from $63 on the $10,500 to $82 on 
the $13,500 house. Payments included principal, 
interest, taxes and fire insurance 

Two weeks of radio advertising, 10,000 brochures 
and a carefully planned newspaper campaign 
used promoting the project. The radio ads 
found to be unnecessary since the project sold out so 
rapidly, but it was used anyway in the event 
of the original buyers failed to qualify for loans 

The brochures were limited in content to only 
most attractive features, the three floor plans 
financing information 

The restrained contemporary design of the house 
was maintained in the interiors. Furnished with an 
eye to the kind of furnishings buyers could afford o1 
might already own, there was no attempt to dazzle 
people with elaborate or ultra-modern interiors 


were 
were 


some 
the 


and 
basi 


Products, materials and equipment used in the 
project included 

Luxaire oil-fired furnace, Westinghouse electric 
water heater, Richmond bathroom fixtures, Hope 
casement windows, S. Gyp 


Formica countertops, | 

sum Sheetrock, Weatherbest prime a shake pan 
els, Plasticrete Ramblestone shingles, U. S. Gypsum 
asphalt shingles for the roofing, oak hardwood floor 

ing, Johns-Manville Flexboard, Super Kemtone rub 

ber-base paints, Pabco inlaid linoleum tile, Romany 
ceramic tile, Eastern Wood Product kitchen cabinets. 
Hart & Cooley registers and grills, Corbin hardware, 
Minneapolis-Honeywell heating controls, and Mor 

gan Tee-Cor flush doors. 

Two salesmen were kept at each model home on 
Saturdays and Sundays and three were kept in the 
sales office (set up in the $10,500 house). During the 
week the salesmen were put on a shift basis to keep 
proper staffing during rush periods 

The usual directional and display signs were used 
on adjacent roads and highways as well as on the 
property itself. Three policemen were employed each 
Sunday to keep traffic moving 

It was originally planned to use hardtop walks and 
drives to overcome the early thaw. but it was im 
possible to get macadam so crushed stone was used 
to good advantage. Viewers able to travel 
through the area ‘without getting mired in the mud 

Actual construction of the project began early in 
May. with the first houses due to be completed this 


were 


month and the remainder to be finished by the 
original January 1, 1956 completion date 
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| ON METZ of Bellflower, Cali 

fornia, whose Aldon Constru¢ 
tion Company built more than 
+,000 houses last year, puts it this 
way: 

“There are good and bad sales 
men. Multiple selling under the 
VA program is the easiest kind of 
selling but a good man will al 
ways outsell one who is inferior.” 

Most real estate executives agree 
that selling houses in a tract, on 
a no-money-down basis, is the 
easiest kind of selling. But it is 
true that many real estate 
salesmen whose experience has 
been largely confined to conven 
tional selling have difficulty mak 
ing the switch to multiple selling 
techniques. 

Although William Levitt the 
nation’s leading home builder last 
year with a production of 4,900 
houses takes the view that re 
vealing his multiple selling tech 
niques is akin to Macy’s telling 
its secrets to Gimbel’s, many large 
volume builders speak their minds 
readily 

Ray Cherry, of the Hadley 
Cherry Company of Los Angeles, 
says that the salesmen doing mul 
tiple selling must have “a definite 
knowledge of terms, qualifying 
and escrow procedures” which are 
“not usually required in conven 
tional selling.” 


also 


Tract selling is highly special 
ized, as Richard S. Diller of Diller 
Kalsman in Beverly Hills puts it 
Diller doesn’t think one salesman 
can successfully do both conven 
tional and multiple selling 

C. W. Olmo, sales manager for 
Andy Oddstad’s “Homes By Stet 
ling” in Redwood City, California, 
says, “conventional selling tech 
niques do not apply to multiple 
selling. and no interchange of the 
two functions is practical.” 

Walter W. Mansfield, sales 
agent for the Grandview Building 
Company of Beverly Hills, Cali 
fornia, disagrees in part. “The 
salesman can do both, but the per 
centage of real estate men who are 
moderately successful in both 
fields is about 5%.” 

Michael Dichter, sales manager 
of the F&S Construction Company 

which built almost 2,900 houses 
last year and plans to build about 
5,500 this year in various states), 
says that “the basic difference be 
tween multiple selling and con 
ventional selling is simply that 
the latter is usually a pressure job 
with details changing on each in 
dividual Multiple — selling, 
however, is entirely different im 
that it requires, from our view 


sale 
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Can Your Salesmen 


Do Multiple Selling? 


To be successful at multiple selling requires specialized training 


that many salesmen lack. It is “easy” selling, but it presents many 


problems that don’t arise in conventional selling. Here some of the 


nation’s largest builders and their sales agents give their ideas on 


what it takes to be successful at multiple selling, and how they train 


their salesmen. 


point, a complete knowledge of the 
construction of the house in de 
tail the kind of lumber used, 
type of furnace, and the reasons 
for it, the selling of a floor plan 
for convenience and a_ general 
knowledge of the company build 
ing the homes 

“Selling multiple or tract homes 
can be likened to selling refrigera 
tors or automobiles, which is in it 
self an entirely different concept 
from selling real estate in parcels 

Although the majority of large 
scale developers or their sales 
agents hire men with real estate 
backgrounds, the peculiar nature 


of multiple selling sometime: 
makes such a background a hand 
cap, unless the salesmen can ad 
just themselves to it 

Walter W. Mansfield 
agent for the Grandview Building 
Company of Beverly Hills, Cali 
fornia, says that “most salesmen 
are hired after they have complet 
ed a course necessary under the 
California laws, and we prefer to 
train them in our 
for the following reasons 

“An experienced broker or real 
estate man, with a background of 
conventional selling most 
of the financing was done on a 


own operation 


where 
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loan requirements are 


loans is essential 
3) Know 


a sale 


+) Know 


sonal appearance, mannet 





What Your Salesmen Must Know 


About Multiple Selling: 


1) Have a thorough background in the individual project, which 
means a detailed knowledge of the feature 


general area where the houses are located 


2) Know in detail the financing that i 


seing a master in qualifying prospects for 


the material you make available to them 


so well they don’t have to fall back on their imagination to make 


how to gain the confidence of prospect 


patience and v lingne 


construction and 


available. and what the 


and know it 


by good per 
to be of he lp 
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‘guess’ basis, did not know the 
lending value on individual pieces 
of property. He would not put 
enough effort into obtaining this 
information, so actually our ex 
perience has proven that new 
salesmen in the business prove far 
more satisfactory when educated 
to our own methods.’ 

“Educating the salesmen to your 
own methods” is generally the key 
to successful multiple selling 
Training courses, with careful in 
struction at the site, and a par 
ticularly thorough grounding in 
the financing procedures involved, 
seems to be essential 

Qualifying techniques, explain 
ed in detail along with the mort 
gage terms available, are of prime 
importance in tract selling where 
disqualifications can be costly 

Says Mansfield, “Multiple sell 
ing under our set-up means that 
we know in advance the selling 
price of each unit, and the maxi 
mum downpayment required, 
both on VA and conventional 
loans. We also receive from the 
lending institutions their require 
ments as to income and general 
qualifications. These requirements 
we break down into categories 
based on the hourly, weekly, o1 
monthly income of the buyer 
These are checked thoroughly, and 
each salesman can determine in 
advance whether or not a prospe« 
tive buyer will qualify under the 
formula set up. If they follow this 
formula, allowing for the usual 
discrepancies given by prospective 
purchasers, the disqualifications 
average about 214% 

“Conventional selling usually 
pertains to older homes or resi 
dences where conventional loans 
fluctuate in certain districts and 
have a standard valuation, This 
makes it necessary for salesmen 
to acquire accurate knowledge as 
to the amount loaned, both maxi 
mum and minimum, In this way 
they are able to determine the 
amount of the loan that can be 
laced on each individual unit 
The rate of interest will also de 
pend, in many cases, on the quali 
fications of the prospective buyer, 
and his ability to pay is an item 
that is foremost in the minds of 
most large lending institutions.” 

Dichter says that “our sales peo 
ple are compensated on a salary 
basis plus bonus which guarantees 
them an adequate yearly wage 
plus, of course, the bonus. This 
makes for little turnover.” 

With multiple selling frequent 
ly involving much less actual 
work on the part of the salesmen, 


28 


euch plans are coming to be more 
common, Only seldom do com 
panies pay their salesmen straight 
commissions for such work, 

“A salesman who is usually suc 
cessful in multiple selling is one 
who studies the city or locale 
where a project is located,” says 
Mansfield. “He gives the prospec- 
tive buyer a clear picture of all 
the advantages suc f as schools, 
churches, transportation, parks, 
recreation, tax and fire insurance 
rates, plus a general idea of em 
ployment advantages 

“We supply them with all of 
this information, besides using it 
constantly in our advertising. 
Since we are quality builders we 
use what is known as the ‘X-Ray’ 
display showing products and 
workmanship. Salesmen are chos 
en first by their personal appear 
ance, and by their ability to cre 
ate in the buyer a feeling of con 
fidence and honesty, and by dis 
playing patience. They must re 
member that young families buy 
ing homes are not too well in 
formed as to what goes into a 
home or the financing generally 
By creating confidence there are 
many ways in which the salesman 
can help them, rectifying or ad 
justing some of their problems and 
making them eligible to purchase 

Cherry says that the biggest 
problem is “sales training,” and 
has a salaried sales manager re 
sponsible for providing it as well 
as determining loan problems and 
pay-offs 

Metz says that “qualifying tech 
niques” are the number one prob 
lem, which is, of course, an inte 
gral part of sales training. His 
rigid training program is designed 
to minimize the salesman’s incli 
nation to “take a chance” because 
of his anxiety to make a sale, and 
“stretching” the buyer's qualifica 
tions in order to do so 

Mansfield says the problem is 
getting the salesmen to use prop 
erly the information supplied to 
them. “Giving a vague answer or 
adding some fabrication to the 
buyer's questions, which must 
eventually become known to them, 
usually offsets the actual facts and 
causes the buyers to hesitate 
and, in many cases, go somewhere 
else to buy 

“Reviewing applications after 
salesmen have taken them, espe 
cially where buyers have been dis 
qualified, is the only possible 
method by which we can know 
how each salesman is using the 
rules laid down for him, as well as 
giving us a chance to correct him.” 





Give Kitchen Design 
The Thought 


It Deserves 


UCH of what's written on 

kitchen planning today — 
and there’s lots of it — talks 
only about certain “magic” 
shapes of kitchens, designated 
by letters of the alphabet. 
That's fine as far as it goes, but 
such a technique reduces this 
all-important area of home de- 
sign to much too simple terms. 


The result has been that too 
many home builders think all 
they need to do is put in a sink, 
refrigerator and range and ar- 
range them according to the 
wall space available and they 
have a scientifically planned 
kitchen. After all, it fits one of 
the magic letters. 


Sales minded real estate ex- 
ecutives are going much fur- 


ther in their kitchen planning. 


They know the power of a 
thoroughly engineered kitchen 
in effecting a sale. They know 
the long-term satisfaction that 
will result among their home 
buyers. And they know that 
what buyers want is the most 
important single influence in 
selecting kitchen equipment. 


One of the most comprehen- 
sive projects in kitchen plan- 
ning is being sponsored by Cor- 
nell University. The advanced 
thinking behind the Cornell 
research kitchen can help 
guide you in planning your 
kitchens. It’s highlights are de- 
scribed in the following article 
by the director of housing re- 
search at Cornell, leader of the 
kitchen project. 














Kitchen Layout Studies 















same no other area of the house has been 
given so much attention as the kitchen. Until a 
few years ago, most research in kitchen design and 
planning was undertaken in the field of home eco 
nomics, and it was primarily concerned with mak 
ing the kitchen its equipment and cabinets and 
their arrangement more efficient for the average 
homemaker, Despite this research, placement of con 
ventional equipment usually dictated by the 
physical characteristics of the room. In manufactur 
ing the equipment and the cabinets, industry was 
generally most concerned with easing the problems 
of production and marketing. 

Kitchen research at Cornell University has drawn 
heavily upon the work that has gone before, but has 
gone beyond it by taking into account both the 
human and technological aspects of kitchen design 
and planning. The research was carried on by a 
variety of departments. Throughout there was inte 
grated effort and a real sharing of responsibility 
among home economists, social psychologists, engi 
neers and architects. It was felt that each field could 
definitely contribute to the design and planning of 
kitchens and, even more important, that their contri 
butions would be most significant if they all worked 
together. 


was 


Human Requirements in Kitchen Planning 

All the places where people spend their time 
whether a business office, a railroad coach, or a 
kitchen have an important degree of socio-psycho 
logical significance. That is, the materials, objects, 
and myriad details of organization involved in these 
places are in direct relation to the degree of satisfa 
tion that one can get from them 

This is at least one reason why a kitchen should 
be planned so that the psychological reactions of the 
homemaker are favorable to it. The physical ele 
ments color, light. texture. surfaces and so on 
in a kitchen should be combined and organized in 
such a way as to give her the greatest possible satis 
faction 

The visual appeal of a kitchen, for example, will 
do much to lighten the tasks performed there. Ample 
daylight or artificial lighting tend to make a room 
more agreeable and attractive. Built-in appliances 
and equipment, with continuous lines and surfaces 
wherever feasible, suggest ease of movement. Large 
windows tend to “draw in” outdoor space and make 
the room seem more spacious 

Some materials are more satisfying to the sense 
of touch, some are more sound-deadening than others 
Some colors please; others irritate. The smell of a 
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By GLENN H. BEYER 


Professor of Housing and Design 


and Director of the Housing Research Center 


Cornell University 


A host of details comprise the well-planned 
kitchen, and all must be skillfully coordinated. 
Here are some of the features of the Cornell Uni 


versity Research Kitchen: 


e Contains four work centers 
mix, serve 


sink, range, 


e@ Units can be rearranged as homemaker desires 
@ All units fit in a compact 8x12-foot kitchen 


e Colors are selected for best psychological 
effect 


Cornice lighting is over every work center 


Counter heights are adjustable to home 
maker's height 


Storage is arranged at point of first use 
e Each work center has its own counter height 


e Homemaker can sit down at the sink 


Doors swing open and disappear in center 
compartment 


e@ Other features: waist level oven and refrig 
erator, surface burners, swing-out waste con 
tainers, place for television set above wall 


oven. 
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One of several arrangements possible with the Cornell Kitchen 
is the island layout. Range and serve centers for the island; 
sink center is at the right; refrigerator, mix center and planning 
desk are in the background, 


good meal cooking is pleasant but some cooking odors 
are offensive and should be removed 

In other words, in planning a kitchen to meet 
human requirements, consideration of visual, audi 
tory, olfactory and tactile impressions is vital 
Human requirements also indicate that no one kitch 
en arrangement would probably ever satisfy all 
homemakers. For example, there is considerable evi 
dence that some families will be most concerned with 
efficiency and physical convenience, others may want 
the social prestige of a fairly elaborate kitchen or a 
kitchen that is as attractive as possible, and_ still 
others may want a kitchen that is the center for 
family life. ‘Therefore, it would not be correct to as 
sume that a “U” kitchen, an “L”’ kitchen, or any 
other standard arrangement would be satisfactory 
for most families. While all women probably want a 
degree of convenience, these studies imply that flexi 
bility and adaptability are of first concern 

There is still another important factor that of 
meeting the requirements set by differences in wom 
en's physical characteristics. When a_ particula 
kitchen layout is planned, it should be adapted to the 
woman who will be working in it. This means that 
each of the counter working surfaces should be built 
at a comfortable height for her. [ pper shelves for 
supplies in daily use should be within easy reach and 
lower shelves should not be so low that she has to 
stoop far down. All shelves should be designed so 
that everything on them is most accessible. Safety 
features are important too, Sharp corners and ex 
posed handles should be avoided; there should be 
safety catches on doors and drawers to limit the ex 
ploratory activities of young children; and control 
knobs should be out of children’s reach 
all considerations that affect the family’s emotional 
as well as physical well-being 
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Suggestions For Arrangement 

A second important factor in kitchen planning i: 
that of arrangement. Research has shown that cer 
tain relations between different areas of a kitchen 
can guide the location of cabinets when the kitchen 
is planned, These relationships are as follows 

telationship of Sink, the area used most often, to 
other areas 

Proximity to range is of first importance 

Proximity to mix is of second importance 
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adequate lighting in the 
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center has 
cabinets and on the counter top. This 
view shows an “L” shape. Each of the four major centers is con 
tained in a movable unit which can be moved at will. 


each 


With lighting built into the upper valences, 






Proximity to refrigerator and serve centers is of 
third importance 

Relationship of Range, the area used next most 
often, to other areas 

Proximity to sink of first importance 

Relationship of Mix, ranking third in use, to other 
areas 

Proximity to sink of first importance 

Proximity to refrigerator and range of second im 

portance 

Relationship of Refrigerator, ranking fourth in use, 
to other areas 

Proximity to mix and sink of first importance 

Proximity to range of next importance 

Relationship of Serve Center, also fourth in use, 
to other areas 

Proximity to sink of first importance 

Proximity to range of second importance 

It has been found that trips can be eliminated and 
travel distances in a kitchen considerably reduced i 
areas between which there is a great deal of move 
ment are placed end-to-end or at right-angles to each 
other. The right-angle arrangement suggests that 
there are advantages to a U-shaped kitchen, but this 
arrangement has disadvantages when space is de 
sired for extra furniture, for more than one worker, 


or for a play area for young children. Shorter dis 
tances are frequently traveled when trips can be 
made directly across to an island. of course, than 


when they are made to another cabinet placed at 
right angles 


Technological Aspects of Planning 

No structure, whether it is a kitchen cabinet on 
something else, can be successful if its components 
are not harmoniously related. Materials, craftsman 
ship, and design all play a part. The human purpose 
for which materials are to be used strongly conditions 
their selection. The function to be served conditions 
the design, and craftsmanship is necessary to carry 
out the designs 


The Work Center Concept 
In the recent Cornell University human 
requirements were taken account of by the concey 
tion of a kitchen as a series of work centers. That is. 
kitchen planning was approached in terms of the 
major centers of activity. Such a conception, which 


resear( h 
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This view shows how the aluminum vertical spacers are stacked, 
permitting counter heights to be adjusted to proper level for any 
woman. Also, the heights can be adjusted according to the type 
of activity at the particular work center 






grew out of a great deal of research data from many 
sources, suggests various possibilities for the design 
of kitchen cabinets. For one thing. it makes it pos 
sible to carry out the principle of storage at the point 
of first use, one of the most important principles to be 
followed in designing storage space 

The “work center” concept means, in effect, that 
there is a single station in the kitchen for each of the 
basic jobs performed there: the mix, sink, range and 
serve operations. The cabinet, or cabinets, at each 
station will be as complete as possible for the purpose 
they are to serve. Each station will be equipped in 
four fundamental ways. It will have 1 
for groceries, pots, pans, utensil! 
sed at the center, 2) counter 
minor appliances and 4) lighting 

The Cornell Kitchen was designed according to 
this concept. It is made up of four basic cabinets, 
one for each work center, and of auxiliary oven and 
refrigerator units that are kept separate because of 
their size. Lighting, ventilating fan, electrical wiring 
outlets, sink, dishwasher (optional), refrigerator, 
and range burners are all built in. Various 
interchangeable accessories such as the flour 


storage space 
and so on that are 


2 


pace, 9 major and 


oven, 
and 
sugar bins, bread box, pull-out chopping and lap 
boards and paper and towel holders are also built in 
Waste basket, wet garbage. and tin can and bottle 
receptacles, are an integral part of the sink cente1 

The individual centers have only to be assembled 
and moved into the desired kitchen arrangement 
[he work centers do not depend on the kitchen wall 
for support, and both upper and base cabinets are 
demountable. Two sizes of the tapered upper cabi 
nets are interchangeable at any of the four work 
centers and may be inverted to form a variety of 
tyles and to satisfy differences in storage space re 
quirements 

In the mix center is storage for packages, spices. 
flavoring, pans, bottles, grinders, etc. The ial top 
can be lowered to 32 inches, a better height for the 
average 54” woman for beating, mixing and chop 
ping than the standard 36 inches 

The refrigerator center has storage space top and 
bottom. It is of a new horizontal design permitting 
installation of freezer chest below. It is adjustable to 
waist height and has the same type of convenient 
pull-out shelves used throughout the kitchen 

The oven center has a thoroughly insulated built 
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Cornell researchers invented a new type of door for the base 
cabinets, It opens out and then slides into a pocket in the center 
of the cabinet when the homemaker wishes to get at supplies 
Recessed “handle” at upper corner climinates stooping 


in appliance adjustable to a comfortable 
height. There is storage space at 
miscellaneous out-size items 
The sink center. where the average pend 
the most time, knee that she can sit 
down. The left side has a built-in dishwasher 
side a swing-out shelf with trash can 
bins across the back hold paper towel Can opener 


working 
top and bottom for 


Worthan 
has space “) 
right 
Low lorage 


soap and detergents onion potatoe ele 


The range center has four burners and control 
set into the countertop with removable vrease pan 
underneath. The base cabinets have slideout, rubber 


coated trays for pots and pans, of the same type and 
dimensions as contained in other 
Upper cabinets hold such item 

mall tool alt 


base cabimet 
cooking cereals 


spices, cotlee pot and 


peppel moon 
The serve center provides storage = for china 
glassware, silverware, table linen, cookies, preserves 


and dry cereal. Counter space is available for pre 
paring items for serving to the dining area 

All pull-out wire tray olid trays and lap board 
in the base cabinet are adjustable vertically and also 
interchangeable among the variou There 
are no stationary base cabinets. ‘Toe 
space of eight inches is provided under all cabinet 
to prevent storage of items below that point which 
would require excessive stooping 

The cutting which can be 
any of the centers, pulls out for slicing, chopping and 
cutting the ingredients needed at the range. A simi 
lar pull-out board in the serve center can be used a 
a kitchen planning desk 

All counters can be adjusted to the housewile 
height by adding or subtracting unique spacers. Slop 
ing cupboards let the light from the fixture im the 
valance fall on the entire work ¢ 


centers 
shelves in the 


board inserted in 


unter 
A new type door opens out and 
into a “pocket” un the 
an out-of-way position, making 
housewife to get at supplies 
The serve center ¢ 


then di appear 
the hase 
it easier for the 


center of cabinet in 


tored in the cabinet 


iighest shelf is never over 74 


inches from the floor permitting the average home 


maker of 54” helf 


to easily reach the 


*Adapted {rom 4 paper aiven by 
group in Cleveland. More 
Room, Stone Hall, Cornell University 
booklet The Corn Kutcher Vr 
available for $1 
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$14,000 in an Indiana city. Here the builder met the minimum 


This kitchen is in a project of houses priced from $15,000 to 


demand of his buyers. Extra features should be added in a kitch- 


en according to the price of the houses and tastes of the public. 


T's about time we quit trying to 

reduce kitchen areas and equip 
ment to mathematical certainties, 
The only formula for kitchens that 
should apply, the only formula 
that has ever applied, is “please 
the customer.”’ 

Isn't that the way you plan the 
houses you build? What difference 
does it make to you if the buyers 
in your territory want a mink 
lined, 40-foot utility room? If they 
want it, and will pay for it, you'll 
give it to them. There’s no formu 
la except what the customer de 
mands, It's that simple. 

You have to put kitchens in 
your homes, good kitchens, be 
cause today’s buyers demand them 
Surveys show kitchens are the big 
gest single influencing factor in 
home sales. It used to be recrea 
tion rooms; for a while it was 
closet space; more recently bath 
rooms held the number one spot 
Now kitchens are out in front 

Much of this change can be at 
tributed to the large consumer 
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magazines. Ever since the war, 
they've been boosting better kitch 
en planning and decorating. Hard 
ly a month goes by that Ladies 
Home Journal, McCall's, Woman's 
Home Companion, Better Homes 
and Gardens, or one of the other 
top magazines doesn’t have some 
feature on kitchens. And they do 
an excellent job of whetting con 
sumer appetites for more kitchen 
advantages 


But let’s face it. Most of the 
magazine-type kitchens are be 
yond the means of the average 


consumer and the scope of the av 
erage builder 

From our experience, I don’t 
really believe most people expect 
grandiose, high-style kitchens cost 
ing thousands of dollars. However, 
they do expect some of the work 
saving features of those kitchens 
And they can have many of them 

the built-ins. the long-life fin 
ishes, rotary shelves, dishwashers, 
disposers, ek because mass 
production methods have been ap 


How Much 
Kitchen? 


By M. L.ONDO 


General Manager of Sales 


Youngstown Kitchens 


Find out the minimum kitchen demands from pros- 
pects in your area — then add all the adv antages 
you can as extra sales features. Tastes vary in dif- 


ferent cities so plan for your particular area. 


plied to cut costs 

So the field of kitchen planning 
is wide open. But the question is 
still aaa how much kitchen 
should we put in a new house for 
the best merchandising result? 

The simple approach is, again, 
cae the customer. There are. 
10wever, two facets which must 
be considered, if the most effective 
results are to be obtained 

First you must determine what 
the customer wants at the mini 
mum. This may seem obvious and 
academic, but it’s suprising how 
few builders really know the an 
swer. Ideally, to find out, you 
should survey your own market 
Don’t depend on the results of a 
survey by Joe Doaks in Podunk. 
because people’s tastes vary wide 
ly, as does their ability to buy 
Therefore, you must find out what 
prospects in your area and price 
class are demanding as a mini 
mum. This is the only true yard 
stick upon which builder kitchens 
can be measured. This is the basis 
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used to establish a springboard 

I say “springboard” for obvi 
ous reasons. A bare minimum of 
anything isn’t enough in the 1955 
market. Housing starts would 
never stay above a million a yea! 
if builders merely put up a mini 
mum of four walls, containing a 
bathroom and heating plant. To 
keep sales rolling, more is needed 
So it is with the kitchen. But what 
do you add? That’s the 
phase of pleasing the customer, 
and here’s a rule-of-thumb set of 
questions 


sec ond 


After determining the mim 
mum kitchen demands of your 
market, ask vourself 

1) Is the kitchen on a par or 

, 


better than my competitors’ 

2) Will it be up to date five to 
ten years from now? (That is, does 
it have 


the features built-ins. 


dishwasher. 
et that are starting trends 
now and will be considered neces 
sities in a few years?) 


disposer, vent hood, 


3) Is there enough storage space 
for the size family that will con 
ceivably live in the house? 


+) Are the cabinets easy to 
maintain? (In other words, are 
the surfaces easily cleaned; will 


the units take constant use with 
out need of frequent repair and 
repaint jobs? 

4) If the cabinets are in color 
is it a lasting color rather than one 
of the seasonal fads? 

You may not be able to 
‘yes”’ to all five of these questions 
But the more you can answer in 
the affirmative, the more sales fea 
tures your kitchen (and thus your 
house) has to offer. The more yes 
ses, the easier your selling job 


say 











Remember that the average re 
tailer does 70%, of his business on 
10% of his stock. His emphasis, 
therefore, is on the faster selling 
bigger-appeal items. The same at 
titude is adopted by the best home 
They know the 
kitchen is a strong feature 
of their home Lherefore, they 
emphasize the kitchen. They su 
vey the minimum demands of cu 
tomers in their market; then they 
add all the advantages they can a 
extra sales features 

Don’t worry the 
tower planners, the rule-book boys 
the complex approac hes of the 
self-styled expert Plan your 
kitchens to please your particula: 
customers, in your partciular area 
for now and the years to 
This is your best assurance of suc 
cessful selling in today’s market 


merchandisers 


sales 


about ivory 


come 





hor Space-Saving 


HEN you're remodeling older houses into in 
come producing apartments or seeking ideas for 
increasing the rentability of apartments you now 
manage, look to the packaged kitchen. Small, com 
pact, and highly adaptable, these 
peal and convenience to an apartment. 
The packaged kitchen is usually installed into a 
wall recess and thus does not take away space for the 
main living area. When not in use, the unit can be 


screened from view by a 
and partitions. 


variety 


Convenience... . 


units can add ap 


of attractive doors 
































The Packaged Kitchen 
















































Packaged kitchen unit of a remodeled 
apartment, Matching mirrored doors pro 
vide unusual concealment for the kitchen 
Units have porcelain finish for long wear 
and case of cleaning 


The kitchen-dining alcove of a three room 
apartment, When not in use the kitchen 
is concealed behind the jackknife type 
door, Kitchen and bath are back to back 
to cut vlumbing costs 



























Are you seeking a gem of a house that will make prospects gasp and 
say, “Let's move right in!” You can get that kind of response with 
tasteful furnishings in your demonstration houses. Here’s the “how to” 


of achieving that good taste, in the words of an experienced decorator. 


| EAL TORS and builders cannot decorate demon 

stration houses themselves, and they are the 
first to admit it. What they have in mind is a “gem 
of a house” that will induce everyone who sees it to 
wanit it 

As a well-known pioneer in the model home field 
said to me several years ago, “I haven't the faintest 
idea how to accomplish this, all 1 know is that when 
customers walk in, I want them to gasp and say 
‘Let’s move right in’!”’ 

Wise furnishing and decorating by a profession 
al is the answer. The why and how of it are 
brought out by typical questions builders ask me 


Why decorate? 

Because a furnished model house is one of the 
least expensive and most effective forms of advertis 
ing. Skillful decorating makes small rooms look larg 
er, makes any room more desirable, and shows how 
the home will look under actual living conditions 


: Shall | use a decorator? 


Yes she will have professional answers to prob 
lems of resources, scale, deliver, costs. and besides 








AMERICAN KITCHEN 


Gay color scheme for a kitchen is shown here. Miss West started 
her color with cabinets in birch, copper and steel as the basic 
scheme. Walls are black, coppertone, white and lime harlequin 
design. Floor is lime linoleum, 


Every piece of furniture has a special purpose in this compact, 
12x16-foot living room, The room appears much larger than it 
really is. The three-seater sofa doubles as a bed. Its low, open ap- 
pearance and the other light-scaled furniture add space. 
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First step in achieving tasteful decorating and furnishing is 
giving your decorator an accurate floor plan. Miss West states 
it’s far easier to move a sofa on paper than in a model house. 





How to Make Demonstration 








ouses Pay 


By BEATRICE WEST, A.LD. 


this a good sense of color, style and merchandise. If 
any one factor will make a model house attractive, 
it’s color. Give your decorator an accurate floor plan 
and enough time to do an expert job: about eight 
weeks. Suggest that she work with merchandise that 
is well represented in the magazines, for 1) it is like 
ly to be available locally, and 2) it can lead to excel 
lent local publicity for your model home 


How can you make decorating costs pay? 


In houses sold! The model house draws the crowd. 
and where there’s a crowd your sales-potential sky 
roc kets. A well decorated mode! house is your own 
“display window” that shows your “wares” to best 
advantage. For example, last Fall in a new housing 
development in Delaware, houses were slow in sell 
ing. We decorated a model home and showed the ex 
terior and interior views in a TV interview. (See 
photograph.) Result: The next day 30 houses were 
sold. Fudge for yourself if the builder felt his deco 
rating expense paid out! 


How much shall | spend for furnishing? 

There is no general rule. Spend what you can 
afford, keeping in mind there should be a direct ratio 
between cost of house and cost of furnishings. Here 
you must be realistic. If a home buyer is going to 
spend $15,000 for a house, his budget might allow 
as little as one-tenth or as much as one-third of that 
for furnishings. But no matter what you spend, re 
member it is possible today to create a colorful, de 
sirable effect i whatever budget you set. With fur 
niture and fabrics, for example, you can get well-de 
signed styles in the medium to low price brackets that 
will have sound construction, good taste and propor 
tion in keeping with the size of the house. Good color 
can do a lot to make inexpensive things look better 


How do | decide which styles to use? 

There are, of course, regional tastes and style 
preferences. But, by and large, model homes are de 
signed jn the contemporary manner, indicating use 
of modern furniture f has many advantages: simple 
in construction and geometric, following a room’s 
rectangular lines. Thus, it saves space and avoids the 
curves that may get in the traffic lanes. It is usually 
light-finished, helping to make a small room look 
larger. Open construction gives an airy effect to a 
limited area. And, it is inexpensive 

Sometimes it is useful to add provincial or Colonial 
touches to modern homes an old rocker or a bow! 
and pitcher made into a lamp, or an old bedstead 

something that is familiar to the public and will 
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Your decorator can bring you some excellent publicity, if you 
can get your TV or radio station to cooperate, Here, the author 
(center) appears on a Wilmington, Delaware telecast for Lee & 
Kornreich Builders to discuss model homes’ color schemes and 
show photographs. 


will fit 
It is good decorating 


convince them that then ray possession 
well into the new surroundings 
to show how “something old and 


omething new” fit 
together in a modern home 


How do | start a decorating scheme? 

First, draw a decorating plan. Put it on 
Study window and door locations as a preliminary 
to arranging furniture for proper circulation. Only 
by using an accurately scaled floor plan and by 
knowing exact furniture dimensions can you decide 
with assurance what to put in a room. This save 
shoving furniture from one room to another. More 
important, it prevents the waste expense of buying 
wrong sizes, styles, patterns and color 

In placing furniture, pay constant attention to cir 
culation lines. Keep it out of the way of normal 
routes, and avoid forcing people to walk 
someone sitting in the room 


paper 


in front of 





How to Get 


Cooperative Merchandising 


N a well-decorated demonstration house 

homebuyers will find ideas and 
chandise adaptable to their own use 
merchandise is available 
bound to result, for the 
home 

It can pay dividends, then, to work local 
store on an exclusive basis. This can result in a two 
way promotion that will bring about great sales for 
everyone concerned 


potential 
new met 
And af the 
them ales are 
well as the 


new 


locally to 
furnishings a 


with a 


Here are some pointer 

1) Select the store you know best 

2) With blueprints and scheduled plan in hand 
work directly with that store’s merchandising, di: 
play and advertising pe! sonnel 


3) Set up a furnishings plan and let your decorator 








employ his experience in working it out 

4) Convince the store that your model home, deco 
rated with its merchandise, can be a sales-maker for 
the store, that the hundreds of people viewing the 
new home are prospects for the store’s furniture. 
floor and wall coverings, fabrics, lamps, china, linens 
and accessories, Offer the store the courtesy of a small, 
neat, prominent sign at the model’s entrance saying 
“All merchandise shown in Citation Model Home 
may be purchased at Community Store.” 

5) Suggest that on opening day the store use win 
dow displays: “See this provincial living room at the 
new Citation Model Home now open with all 
furnishings from Community Store.” 

6) Suggest that the store run an ad on opening 
day: “Visit the new Citation Model Home furnished 
completely by Community Store.” Give them interior 
and exterior photographs to use in the ads. You might 
offer to pay half the cost 

7) Stage a preview on the day before open 
house, This can be as important as you wish, perhaps 
a luncheon or cocktail party at the house. Invite 
press, radio and TV people, local celebrities and of 
ficials and your wale people. Have your salesmen 
and decorator show off the model home and explain 
its details. Hand complete information on you 
building program with photographs of the exterior 
and interior decorating of the Citation House to each 
press representative, 

8) Now you're off to a good start. Your store, news 
mper, radio and TV stations are on your bandwagon 
Sols are coming in droves to see your “show win 
dow” which is just what your model home is a 
chance to see this wonderful new home under actual 
lived-in conditions. How are you going to handle the 
crowds .. . with the best sales results and the least 
damage to your property? 


Keep an eye on the kids 
Set up a line of march through the house with 
stanchions and handsome cord — in at the front door 


and out at the back. 

Have one salesman, at least, with an alternate, on 
duty at all times to answer questions and to keep an 
eye on over-eager children, For tiny children it is a 
good policy to ask parents to hold them. Otherwise, 
provide a supervised garage playroom or playground 

Have the house clean as a whistle each morning 
when the door is opened, Nothing is worse than a 
dusty, dirty look to your house. 

Provide a “hi-fi with music or loudspeaker sys 
tem with announcements about interesting details of 
the house to answer people’s questions as they go 
through 


Home-maker’s ideas 


Keep up public interest in coming to the model 
home. Send invitations to your garden club and other 
organizations, with demonstrations of home-making 
character: how to make slip covers, how to clean a 
rug, how to set a party table. There are dozens of 
ways your store or publicity person can help you 

On every event you hold, get the cooperation of 
your local press. Remember your goal is to have 
every single member of your community see what 
you have to offer in the most up-to-date, practical, 
appealing way to live, in a house that by its exterior 
and interior color, its light cheery decorating, its 
functional home furnishings will be the best sales 
man you ever knew. 








Color is ev erywhere. In planning new houses for 


sale, you can put color to work as one of your most 
powerful merchandising tools. It is one of the few 
areas in house design where the difference in cost 


between good and bad planning is practically nil. 


By W. SHREWSBURY PUSEY 
Color Consultant 
Urbana, Illinois 


N the production of houses, color is too often an 
afterthought. Even the builder who is conscien 
tious about such hidden construction as studs, rafters 
and plumbing may be indifferent to color treatments 
dieu color is what the buyer sees! 

A buyer must assume that construction is sturdy, 
but he is immediately confronted with the color 
Krom a sales viewpoint then, color should be given 
more than superficial attention 

When a shallow outlook on color exists, perhaps 
the key is the word “decorate” and the term “interior 
decorator.’ To decorate is to “adorn” or “embellish,” 
and the harried builder cannot be blamed for taking 
“adornment” lightly. Colors selected only because 
they “look nice” are serving little of their potential 
function. Color design and color planning go beyond 
mere surface embellishment. Complete planning uti 
lizes the visual effects which color can produce. 


Color Should Be Furnished By The Builder 


To be successful, color must be as carefully con 
sidered as architectural engineering. Color is part of 
the architecture and should be included when the 
house is offered for sale. The first and most obvious 
reason is sales attraction. An unpainted house holds 
little charm. Painting to the taste of the buyer is a 
shaky business and the source of much bitter feeling 
Colors selected from small chips never seem to look 
the same on the walls sO repainting is in order 
The trial and error method has no place in efficient 
production, Color concoctions based upon whims and 
fads are apt to distort the merits of the house. Even 
if the owner is pleased with the results, other pros 
pective buyers may be frightened away. It is vital to 






















Le 


Why 









Fig. | The front entrance is the 
focal point of a house. Tts color 
always 





tretest attract attention 





is What Your Buyers See 











preserve the attractive appearance of houses already 
sold, because they are Pa seamen good or bad 
for the builder li) 
Careful interior color planning will bring out the - = 
best in a house, and a well balanced selection of | | wp a) = mo 
designs will strongly influence the decision to buy Fart} “| vi | 1H) | 
When it is understood that a house st not onl = Mad ] ( | ) 
i must n nly AE | 
be successful as a unit, but it must take its place with = = 
all other units in a development, it is apparent that 
the exteriors must be color-coordinated. It is difficult 
to imagine prospective occupants of a new develop 
ment arranging a meeting to see that none of thei 
color ideas conflict. Obviously, the builder must con 
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trol the colors of roofing, paints, and shingles. The _ 


production of logical color designs requires a work 
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ig knowledge of color principles and how they con WIPE “TF ae | oo 
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Fig. 2. This house violates the principles shown in Fig. |. It is architecturally the 
same house. Color selection is identical, but the distribution of color is different 

















4 4 
Some Basic Color Principles J 
1) Yellow and red are warm colors Fig. 3. By using identical color areas, these houses are connected visually with 
2) Blue. blue-violet. and blue green are cool colors. each other. This color bridging gives a visual flow from one house to another 


3) Gray may be warm or cool, depending upon the 
amount of warm or cool color in it - | 
4) A color may be light or dark. This property is 
its value. 
5) A color may be bright and intense or soft and 
grayed, This is its intensity 
6) Warm, bright colors seem to advance; cool. 
grayed cools appear to recede 
7) A small amount of bright color can balance a 
large mass of grayed color, and will attract uoldaiem, 0 balance of estes 
first attention should be achieved by even 
8) The eye tends to travel from one identical color distribution among the lots 
spot to another 





Fig. 4. For effective color 















Selection and Distribution of Color 

Color-designing consists of color selection and color 
distribution which are of equal importance. Colors 
are selected and placed because of their ability 
to achieve the desired visual effect 













How Color Works on the Exterior 

When a house is to be color-designed, study the it) 
problem and call upon the color principles that apply | 
Since the entrance is the focal point, its color must AW 
attract the most attention therefore, a bright ac 
cent color is used (Fig. 1). The body, trim, and roof | 
colors are less intense, to avoid competing with the 
entrance. The accent color is repeated in smaller 
areas on the window panels and again on the fence 
panel. Because the eye travels from the entrance to 
these other identical color spots, the house appears 
wider than it is. By setting the fence panel away 
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Fig. 5. The front door is 
the link between inside 
and outside, It should 
“colorlink” both areas. 








































4 
| BATH | 
BEDROOM 
fy 
| 
p—~ 
BEDROOM 
BEDROOM 
» 4 





Vig. 7. The core system 
unifies a house by turning 
interior partitions into 
unbroken planes of color, 
One floor covering also 
helps unify interiors. 























KITCHEN 


Fig. 6. Color distribution 
at is the first problem on the 
interior. This shows the 
“core” system. The heavy 
lines here indicate walls 
of core color distribution. 
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Fig. 8. Giving each room 
a different color and a dif- 
ferent floor covering re- 
sults in a choppy, clutter- 
ed appearance, as shown. 








Fig. 9. Core system reduces glare by con 
trast between wall and window opening. 


Fig. 10. Glare by contrast between wall 
and window opening results from paint- 
ing all four walls of room a dark color, 


Fig. 11. Glare by reflection is caused by 
using light colors on all four of the walls. 
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from the house, the visual sweep has been increased, 
and the illusion of even greater width has been 
created, These small accents are sufficient to balance 
the larger, grayer masses. Unbroken areas appear 
larger than broken areas of the same size, and color 
is used to unify areas of excessive material changes. 

Now examine the house in Fig. 2 which violates 
the foregoing principles. This house is architecturally 
identical with Fig. 1. The color selection is also iden 
tical, thus it can be seen that this is a matter of 
faulty color distribution. Note that the roof attracts 
too much attention. The entrance loses importance 
Bright color on trim causes the eye to follow every 
board and there is no real focal point 

Again relying upon the principle that the eye fol 
lows identical color areas, the houses in Fig. 3 are 
connected visually with each other. The body of 
house No. 4 is used as accent color on house No. 5. 
These two houses are linked with color. The body 
color of house No. 1 is accent color on house No. 3 
These houses are bridged by color. Color bridging 
may span three or four houses. Color connection by 
linking and bridging provides a visual flow from one 
house to another throughout a development. The re 
sult is unity, harmony and interest. Even with a dis 
tracting background, color-connected houses compel 
attention. There must be a balance of color achieved 
by even distribution on the various lots. A strong 
body color on one side of the project should be balanc 
ed by the identical color on the other side (Fig. 4). 
Notice, too, that the strong body color is flanked by 
neutral buffers to prevent violent contrasts. 


Coordinating Interior With Exterior 


Having set up the exterior color. design the interior 
to harmonize. The link between outside and inside 
is the exterior door which opens against interior 
walls. The color play of door against wall is the view 
er’s first impression of the interior and should be 
carefully considered (Fig. 5). At least one exterior 
color should be repeated on the interior, as a further 
link to the outside. 


How Color Works on the Interior 


On the inside, color distribution is the first prob 
lem. Fig. 6 shows the “Core System.” The heavy line 
indicates the areas which receive core color. These 
areas include the hall and all inside walls of living 
room and bedrooms. The kitchen, utility room, bath 
room and the window walls of living room and bed 
rooms receive unit colors. 

Core colors are medium to dark in value and are 
relatively soft and greyed. Unit colors are lighter and 
brighter 

The first advantage of the core system is that it 
unifies a house by turning interior partitions into 
unbroken planes of color. This is accomplished with 
out the monotony of a one-color scheme throughout 
the house. With the core system, even empty rooms 
have color interest. Because the eye follows uninter 
rupted planes of color on walls and ceilings, the dis 
tance seems greater and the house larger. 

Compare this effect in Fig. 7 to the choppy appear 
ance of Fig. 8, where each room receives a different 


color, Note, too, how the use of one floor covering in 
all rooms unifies the house, and how variation in 
carpeting in Fig. 8 adds to the confusion 

setter natural lighting is effected by painting the 
window walls light colors. Fig. 9 shows how this 











method reduces glare by contrast between wall and 
window opening. Fig. 9 also shows how glare by re 
flection is reduced by painting walls receiving direct 
sunlight a dark, cool color. In Fig. 10 glare by con 
trast between wall and window opening results from 
vainting all four walls a dark color. In Fig. 11 glare 
« reflection is caused by using light colors on all 
four walls. 

Except in bathrooms and lavatories all ceilings 
should be the same color. White ceilings appear high 
er, give better light balance than omael ceilings 
Bathroom and lavatory ceilings should match untiled 
portions of the walls. This treatment increases the 
apparent size of a small room. Trim, doors, grills, 
and electrical outlets should be painted wall A a 

The uncluttered walls of Fig. 7 appear larger and 
less conspicuous than in Fig. 8. Walls are intended to 
be background for furniture and accessories. For this 
reason violent patterns should be avoided, especially 
in small rooms. Certainly the speculative builder 
should never consider patterned walls since they 
would surely clash with patterns on furniture and 
draperies brought in by the buyers 

Color solves many specific problems. Rooms on 
the north side of a house are more cheerful when 
treated with “sunshine colors.”” White fixtures in 
kitchens and bathrooms are not as cold and forbid 
ding when backed by warm colors; the white fixtures 


too long and 
recall the principle that warm color ad 
so paint ends of hall 
side walls a cool color. Similar treatment will lowes 
the ceilings in an old barn-like house. If 
is too short, reverse the procedure 

These are but a few of the possibilities color has 
to offer. When the need arises to provide more va 
riety on houses, or weak 


nesses, consider and 


pick up color reflections. If a hallway i 
narrow 
vances warm colors with 


the room 


to overcome architectural 
the most flexible. most log 
least expensive means available Colo 


An Eye to the Future 

Everyone who has any sensitivity feels depressed 
when he enters a city, perhaps by railroad, and sees 
block after block of drab, sooty warehouses, factory 
buildings and tenements. Most people are offended 
at least subconsciously, by the screaming clutter of 
honky-tonks, neon signs and clashing store fronts 
How much more pleasant and what a source of civi 
pride, if these blighted areas could be enlivened by 


coral, turquoise and yellow, and if all storefront 


were designed for compatibility, If we never cure 
what has been done, at least we can see that new 
construction residential and commercial will 


add no new scars, This opportunity is in the hands of 
the builder. He can accomplish much with color 

not mere decoration accompanied by 
hands, but a sound design program dictated by logic 


waving of 


Merchandise Brand Names — 


When you use brand name products that are 
familiar to your prospects you are telling them 


that here is a “house of quality.” 


T MAY SEEM elementary, but one of the best 

ways to merchandise your houses is to feature in 
your advertising the brand names of products you 
have used. When you do this you are taking advan 
tage of the prestige and quality of the manufactures 
and capitalizing on a demand created by consumer 
advertising. 

When Walker & Lee, Inc. and Federated Constru 
tion Co. were advertising their Bristol Manor, Cali 
fornia development they used the brand names as 
features in their houses. The copy of the ad started 
out by saying, “Nationally products, 
names that you'll instantly recognize as being syn 
onymous with quality, have been used throughout 
our homes.” The ad then went on to name the prod 
ucts and point out the features of the house 

The advantages of using brand names in your 
advertising are many. Use of brand name equipment 
has come to mean a quality product, especially im 
portant now that home buyers are more quality con 
scious than ever before. Then, too, your customer 
will more readily accept a known product than one 
of the so-called “off” eee 


advertised 


of the pre-selling of that product through its national! 
consumer advertising 





When you use name 
brands you are also in a position to take advantage 


They Point Up Quality 


Instruct your salesmen to talk about the name 
brands when selling. Your advertising will get pro: 
pects to your houses, but it is your salesmen, on the 
spot, pointing out and explaining the features that 


will help close the sale 


Here is a quality kitchen loaded with merchandising possibili 
ties. Your prospects will be familiar with the brand name prod 
ucts used in such kitchens. Point them out in your advertising 
























Two Bathrooms 


— Key to More Sales 


By BASCOM EMERSON 


Director 








Advertising and Sales Promotion - 


Briggs Manufacturing Co 


vA 


A compartmentalized bath helps prevent that morning rush. In 
a compact space, this bath has a sliding door to close one com 





partment, a curtain to close off the shower, plus twin lavatories. 


The two bathroom house is becoming less a luxury and more of a 


necessity. Practical and economical, two baths can add greater appeal 


and salability to the houses you are building. 


( NE of the reasons people will 


move from apartments or old 


houses 1s to pel better bathroom 
facilities. That’s why better bath 
rooms sell houses, a fact proven 


by many a progressive building 
and real estate firm. For the slight 
additional involved, better 
bathrooms can do more than al 
most anything else to attract pro: 
pects and sell home: 

Here's how 

Take color, for 


fact that color 3 


cost 


instance, It’s a 
a must in home 
interiors. And why stop in the 
baths color fixtures are availa 
ble now for little more than white 
New manufacturing techniques 
have made color available for any 


style home it’s practically a 
must for modern attractive bath 
rooms 


Planning new fixture arrange 
ments can make a bathroom more 
useful and attractive. And it is 
possible without expensive plumb 
ing. The tub, for example, can be 
built in just as attractively on the 
inside walls as under the window 
This enables better positioning of 
the toilet, and provides more space 
for the important utility fixture 

the lavatory 

Unquestionably, the lavatory 
can be made more glamorous with 
a built-in design. Concealed plumb 
ing, utility space, medicine cabi 
net and towel storage, sit-down 
vanity and smarter appearance, 
are just some of the advantages 
And the man of the family will 


H) 


welcome the counter top as much 
as the woman 

The built-in lavatory offers a 
real opportunity to introduce a 
unique shape or to carry 
any special theme from other parts 
of the house. Everything from 
straight front designs to kidney 
shaped contours can be designed 
and fabricated along with kitchen 
and dinette tops. Suspended coun 
ters with open shelving and stor 
age are another unusual feature 
If space permits on the counter 
top, by all means add a second 
lavatory. The additional fixture 
cost is very slight, since the built 
in models are about one-third less 
than the wall models. And that 
second lavatory in a master bath 
room might be the very thing that 
makes your house a deluxe instead 
of a standard model! 

Compartmentalized bathrooms 
are quite the vogue in the $20,000 
home, But as far as things that 
really sell houses, nothing in bath 
room design can quite compare 
with the powerful feature of the 
second bathroom. Two bathrooms 
can be installed economically with 
a little planning. Back-to-back 
bathroom planning or over-un 
der planning in a two story or 
split-level house will enable the 
second bathroom installation with 
a minimum of plumbing 
Here it might be noted the cost of 
a good quality set of fixtures 1s 
only about 1% of the cost of the 
house, 


out 


cost 
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Jeyond the second bath feature 

in color there are any 
ber of smart innovation 
can make your bathrooms 
esting and attractive. The varie 
ties of tile now available offer 
striking possibilities. Tile produc 
ers have coordinated and 
patterns with fixture manufactur 
ers, so that the resulting combina 
tions can be unusually new and 
beautiful. And there are also other 
materials in new patterns and tex 
tures which can be blended 

The mirror 
bathroom can 


num 
which 
inter 


colors 


treatment in the 
also be extremely 
helpful. Of with built-in 
lavatory and medicine cabinet 
it is possible to add a spacious size 
mirror, so remember the woman 
and don’t spare the mirror! 


course 


Finally, lighting is 
What a difference an 
fluorescent light with 
canopy can make, or 
top wall indirects especially in 
an inside bath “Wiis, types of 
fluorescent tubes are available to 
create that “luxurious atmosphere’ 
of soft, indirect white light which 
is sO important to bring out the 
real brilliance and glamor of your 
color fixtures 


important 
overhead 
dropped 


fluorescent 


There’s an thing 
about building two beautiful bath 
rooms into your You don't 
have to sell your prospects on the 
bathroom feature. The reason, of 
course, is that most of the old 
houses in America have inade 
quate or drab bathrooms, and any 
one will appreciate adequate and 
beautiful bath facilities 


You can 


interesting 


homes 


build a contemporary 
exterior, or include a fireplace, or 
an outdoor barbeque, or awning 
type windows, or interior brick, 
or special flooring, or radiant heat, 
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Twin built-in lavatories in the master bathroom can add a touch 
of luxury as well as utility. Style of built-in lavatory offers op 
portunity to carry out design theme of the rest of the house. 


extra closets but the 
chances are you have to merchan 
dise these features as extras. And 
often than not, you'll run 
into prospects who may not want 
certain of these features. But what 
family will not appreciate a se 
ond full bathroom? And what in 
dividual especially a woman 

will fail to go for real glamorous 
bathrooms, with fixtures that are 
bright and keep 
Yes. unquestionably, put 


or even 


more 


color easy to 


clean? 


Play Up a Central Theme 


im Your Merchandising 


N merchandising houses you 

can do a better job if you can 
play up one outstanding feature 
In the Highland Park Highlands 
development in Illinois, Manilow 


Construction Company made twin 


baths with colored fixtures the 
theme of its merchandising 
The 678 home project covers 


450 acres of rolling. wooded ter 
rain. Of the 75 homes so far com 
pleted, 60% are of contemporary 
design, the remainder ranch 
style or split-level 

The houses, priced from $27, 
150 to $33.150, are pac ked with 
many sales features in addition to 
the twin baths. They have birch 
kitchen cabinets with built-in 
oven, cooking units and dishwash 
er, range hood and exhaust fan. 
year-round air conditioning. All 
have full basements, have 
11/4-car while 


some 
attached garages 


- 
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ting the extras in the bathrooms 
requires less sales promotion 
There are some tested ways to 
help your bathroom extras sell for 
you, however. Identify your fix 
tures. Women take pride in quali 
ty plumbing just like they do an 
automobile. Be sure your salesmen 
are briefed on the real utility fea 
tures of the bathroom interiors, 
especially the fixtures. If the 
manufacturer puts in extra sales 
features in bath fixtures, such as 


lights colored tw in-baths in its projected 678-house 


others have a car port 

The bathroom design, styling 
and equipment are specially note 
worthy 
closed bathtub and shower combi 
nation, vanity-type built-in lava 


“ach bath has a glass-en 


tory with a spacious countertop of 
molded marbleized plastic. The 
lavatory cabinet has abundant 


below. accessible through 


perforated for venti 


torage 
sliding door 


lation. In one bath, the medicine 
cabinet is at the left of the mirror 
and perpendicular to the wall 
where it doubles as a divider, The 


baths are lighted with fluorescent 
ceiling panels, concealed by trans 
lucent plastic hoods. The inside 
bath has power ventilation 


One of the twin baths in the Highland 
Park Highlands development. Note the 
counter top lavatory with sliding peg 
board panels which enclose storage space 
below. Tubshower is glass enclosed 


Over-under planning for two story or split-level house will en 
able a second bathroom installation with a minimum of plumb 
ing cost, allow both units to use the same system 


Manilow Construction Company, Chicago, spot 


development. in Highland Park Highlands, Hl 


Sak oF 


convenience, ease of clean 
ing, et merchandise these fea 
tures with the bath 

One last tip. You can go the 
other way on bathrooms quit 
easily. Beware of cheap bath fix 
tures. Federal Housing Admini 
stration and Veterans Administra 
tion catching 
cost difference 


safety 


appraiser are mow 
in cheap fixture 
sut in nine out of ten new home 


that sell fast the builder ha 


full size first quality fixtures 


w -OLessine 
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ple ob priced listings are the most desirable and 
profitable. The thoughts conveyed here are from 
experience and not theory. I know it is not easy to 
always get listings at the right price. I am out in the 
“firing fine” every day right out in the field. A 
sales manager should be, to understand the problems 
Selling sales managers are in a much better position 
to analyze and answer a problem than a person who 
sits behind a desk every day. We have an office man 
— who has responsibility and can handle almost 
all problems that arise at the office 

We do not set the prices when they are high. The 
owner usually does. ioe home owners think they 
know as much or more than the agent. We try to sell 
our ability and knowledge to them. The longer we 
have been in business, the better off we are in selling 


handling. If there are very few duplexes in the area 
in which you work it is not necessary to have even 
one duplex listed. But you should have one bungalow, 
one 114 story house, one two story house, one three 
bedroom house, one four bedroom house, etc. Your 
advertising and promotion of each of these types will 
give you a constant flow of inquiries and prospects 
on each type that will enable vou to not only show 
your own listings but all other brokers’ as well. There 
would never be a time when you would not have a 
property to show a prospect or a prospect to show a 
property. If you find yourself without any one of 
the types of homes you are accustomed to selling. 
list one at any price so that you will be getting in 
quiries from that type of prospect. 


The idea is just this simple — Sales will be made 


Selling Real Estate is 


a Percentage Business 


By E. C, SUTTON 
Sales Manager 

Weaver Brothers, Inc 
Baltimore 


You sell a percentage of your prospects and you list a percentage of 


your selling inquiries, says our author. The important thing is to 


have an everlasting, continuous stream of both. 


knowledge. Be able to show proof with records if dif 
ferences of opinion arise. When it can be shown in 
black and white it is fairly conclusive 

Never be in a hurry when listing a house. Remem 
ber the job of listing is a job of selling yourself as 
well as your company. It takes longer with some 
people than others, Be prepared to talk not only 
about real estate, but about baseball, golf, gardening 
People love to talk. They like you to be a good listen 
er. Things in common between you as the seller 
may mean the difference between getting the listing 
and not getting it. Just remember, you have to sell 
confidence 100%. There is no in-between. A man is 
entrusting you with his largest single possession 
Life savings can be lost in its mishandling 

If the homeowner is unreasonable in his price, 
there are only two choices, Either you take it or you 
don't. Some brokers boastfully say they are not in 
terested in overpriced listings. There is much differ 
ence of opinion to such a statement. First of all it 
depends upon the reason why the person is selling 
If it must be sold for one of many reasons, why turn 
it down. If there is no hurry about selling and the 
owner is willing to adjust his price periodically, to 
a minimum, of course, I say take it. 

You must consistently have listings of every varie 
ty that you as a broker or salesman are interested in 


42 August, 1955 








if you have an everlasting flow of al/ types of pros 
pects. The properties are always Pra either in 
your own office or that of a competitor 

The seller who must sell and is unreasonable in his 
price is only fooling himself. I'll list his house and 
sell two or three other houses off the inquiries and 
then after many months sell his house too. Have I 
been foolish? An observation which I have made and 
which to me is amazing, is that people who should 
and do know the answers are usually most unreason 
able and expect the impossible. The people who don’t 
know and who trust you to guide them are usually 
always reasonable 

We should not brag or shout or even mention it 
when we get a big or above market price for a prop 
erty. Think of how it gets around and what it does 
to people’s minds when other listings in the area are 
priced, Gossip in the neighborhood, which in many 
cases is untrue, will inflate actual sales prices con 
siderably in the minds of people. It is at this time 
you must show proof, in black and white, from any 
records you can obtain, in order to prove beyond a 
doubt the real facts and figures. 

Every time a builder or developer sells new houses 
at reasonable prices it puts these new homes in direct 
competition with all others, both new and used, and 
tends to set a new pattern of thinking. Gradually all 
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NEVER 





UNDERESTIMATE 


the power of 





famous 





Frigidaire 


Products 





To influence women prospects 


The place to win a woman's approval of a house on 

apartment is right in the kite hen! And nothing “sell«” a kitehen 
faster than modern Frigidaire appliance Frigidaire’s glamor 
tyling and work-saving features are exactly what more women 


want. They're real sales magic for your houses and apartment ! 


To keep tenants happy 







Women love the pacnou cparate food freezer, and many 
other convenience in b rigidaire Deluxe #4 Food breezer 
Refrigerator. Cooking is easier, too, on Frigidaire Imperial 








ble« tru Range with its exclusive Thinking Pop titnit 





big automatic oven and easy cleaning porcelain finish, ¢ lothes 
ure cleaner, laundry costs lower, with Frigidaire Live-Water 
Washing Deluxe Washer and matching Electric Dryer 







To decrease operating costs 


You can boost revenue with Frigidaire Product 


But brigidaire extra quality also means longer life and lower, 















long term operating co ts! And Frigidaire pu wlucts are 
warranted for dependable trouble-free service 








More usable kitchens give apartments 


and homes more sales appeal 


very Frigidaire Product is designed to give women the 

features they want in compact cabinets that provide more kitchen 
working space. For Refrigerators, Food Freezers, Electric Range 
Automatic Dishwashers, Food Waste Disposer Laundry 
Equipment, Room Conditioners and Electric Water Heaters, 

call or write: Frigidaire, Dayton 1, Ohio 


Ontario. 


“ FRIGIDAIRE 


Built and backed by General Motors 


In Canada, Toronto 13 
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THAOE MARE FEO 
PATENT PENDING 


THE SIGN REALTORS 
OVERWHELMINGLY PREFER 


1—Complete Unit — Double Faced 
Sign and Standard 


2—Neo Assembling Necessary — 
Ready to Use 


3-Very Easy to install — No Tools 
Needed 


4—The Highest Grade 
of Workmanship 


5—Built to Last 

6—Priced Exceptionally Low 
Write today for your brochure 
giving prices and full details. 


Attractive Sales Territories Open 


5 








LICH S.C. 


2343 $. Hanley Road, St. Lovis 17, Mo. 











For letter files 


A place for everything — everything in place with 


sé ”9 
Deal Saver 


FILE 
ENVELOPES 


FOR REALTORS 


@ Progress of deal instantly visible 

@ No hunting for mislaid papers 

@ Nothing omitted nothing neglected 
@ Printed check list covers every item 


9x12 
4dr. Sine 





USED BY REALTORS IN 48 STATES AND CANADA 








seed Introductory Ofer | 
(Initial order only) 
EITHER 
25 ‘Gu $2 
Postpaid Anywhere 
Satisfaction or Money 


Back Guaranteed 
on any quantity 





“Deal Savers” make my 





work easy! 


We ship Railway Express Charges collect unless otherwise requested 


LINCOLN PRESS, 407 E. 4th $t., Royal Oak, Mich. 


Ship us "Deal Saver, Jr." at 9 cents each | ery * 
oe . as > only 

Ship us Deal Saver, Sr."’ at 10 cents each | pjease 

Ship us 25 size at $2.00 (introductory offer—postpaid) 

Send free sample of sive Deal Saver 

Check for $ enct { 

Name 

Apoatss. 


dugust, 








For legal files 
10 x 15 
Sr. Size 
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other prices must be adjusted accordingly. The new 
house market must be constantly checked. Make 
sure you know what your competition is 

Good listings do mean sales. It all depends upon 
your definition of the word “good.” Good does not 
necessarily mean price. It could also mean 
located, well-planned or near all conveniences 
depends upon you as a merchandiser 

Overpriced listings can be analyzed with the list 
ing agent and amazing results obtained. Discuss with 
him the probable taking price. tell him the type of 
offer you think you can get. He will discuss these 
facts with the owner and many 
price reduction, if nothing else 


well 


It 


times he will get a 
From this you can 


work toward a new figure and finally close a sale 
Most agents in our city are very cooperative. By 


working together with systems such as the Multiple 


Listing Bureau, and discussing our problems with 


each other, we are able to close many sales that 
would otherwise be unsold 
Good listings also mean complete listings. ‘Too 


often some of the vital facts are missing. The time 
necessary to get this information is the type of delay 
that causes many sales to be lost. The following vital 
information is left off of many listings 

1) When was the house built? 

2) What contractor built it? 

3) How many square feet or cubic feet? 

+) Room dimensions 

5) Size of lot 

6) Latest taxes. 

7) Cost of utilities 

8) Age of furnace and hot water heater 

9) School and church locations 

Use listing blanks large and complete enough to 
record all these vital facts 

Finally (and I so strongly recommend this that 
I have purposely left it until last) the real estate 
business is of necessity arriving at a stage of speciali 
zation. It is a practical impossibility for any one 
person to know all that there is to be known about 
the entire field of real estate. Please specialize in 
something. As a broker, I do not recommend the han 
dling of all types of property in the broadest sense 
As an agent, and especially in a city of any size, | 
strongly recommend that you work in some specific 
section of the city and preferably the section in which 
you live. It is better for you and for the public to 
know a “lot about a little” than “a little about a lot.’ 
Prospects today expect you to have all the answers 
and in detail, Even the sellers expect you to know 
everything that is going on in the area in which 
they live 

Sell the type of property you really like to sell 
Meet the type of people you really like to meet. Don’t 
look at the real estate business as just a job Look at 
it as a career and one in which you will derive a 
great amount of pleasure if you go about it the right 
way 

Seek listings which are 

1) Located in an area which you can cover com 
fortably, with the least loss of time 
Priced in a range adapted to your sales person 

ality 
$) Within the type of property that you sell best 
You 
sell a percentage of your prospects and you list a 
percentage of your selling inquiries. The important 
thing is to have an everlasting, continuous 
both 


) 


Selling real estate is a percentage business 


tream ol 
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You Can Take It With You 
(Chew) D) In-Sink-Erator Manufactur 
ing Company, Racine, Wiscon 
sin is introducing its new Telex 
Deluxe food waste 
This disposer has a “telescop 
ing” adjustment that allows the 
to be moved up or 
fit any plumbing 
without change: 
plumbing. This 
feature means that a food waste 
disposer may now be installed 
in any home without costly 
plumbing changes. It makes the 
for apartments 
as it may easily be disconnected 
like any kitchen appliance 


disposer 


disposer 
down to 
j rough-in 


existing 


in 
nev 


disposer ideal 


Rain Caps for Your Chimney 8-16 


Pac kaged 
cut by 


chimney installation time has been 
use of a preassembled “housing can-rain 
cap” unit. It is composed of a 
functionally designed, cement 
asbestos rain cap that eliminates 
downdraft; a cement - asbesto 
rain cap stand, and a housing 
cap. It replaces the former sep 
arate chimney pot, legs, rain 
cap and housing cap and can 
be permanently fastened to the 
chimney housing in 
The Van-Packer chimney 


from floor or ceiling 





* 


3144 min 


utes. can be suspended 


and can be installed as a re 
placement or new chimney 


Quality Materials Pay 


fb CURTIS Companies Incorporated, Clinton 
Iowa, have produced the results of an interesting 
survey of real estate men 


Endeavoring to find out 
the difference in value between houses built of 
quality materials and those built of inferior ma 
terials, Curtis found that real estate men cite a dif 
ference of 18% over a period of ten years 

“Supposing two homes were built side by side. 
Curtis asked the real estate men. “the only difference 
being that one is made of quality building material 
and the other inferior materials. 1) At the time of 
the initial sale, what percentage would the costlie: 
material home be worth over the home built of in 
ferior materials? And 2) ten years later, how much 
more would the costlier-material home bring than the 
home built with inferior materials?” 

The real estate man surveyed answered th 
way: “There is an immediate 10% differential be 
tween the home built with quality building mater: 
als and the same home built with inferior material: 
And after 10 years, this | 


10% increases to 18% 
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LOOK BETTER « LAST LONGER 


AND Oring Results 


Let us show you how the FINEST can be had for LESS 





A complete stock of REALTOR’S & BUILDER'S STOCK ITEMS on hand 







SOLID STEEL, ANCHORED, ANGLED, SIGN STAKES 


FREE DESCRIPTIVE FULL COLOR 
LITERATURE AND PRICES SENT 
AT ONCE 
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New 
KEY LOKBOX 


BANISH KEY PROBLEMS FOREVER 


MOST USEFUL AND TIME SAVING DEVICE EVER OFFERED 


A SIGN hi 
PROGRESS 





Permits 50% more time for actual Selling, Showing and Listing 
of Properties 
@ Only one key needed to every listing in any ce- 
operative group whether there be 10 or 10,000 
@ Eliminates going after and returning key to listing 
office 
@ Eliminates duplicate keys and key boards 
ideal for all Sales, Rentals, Property Management, Builders, Sub- 
dividers, Architects, etc 
Perfect for any listing whether Furnished, Occupied, or Vacent 


Palinel Pinmoine 


Non-duplicating keys 
furnished 

Pilfer — Tamper Proof 
May be used on doors or 
windows — front or rear 


Made of Durable 
Stainless Steel 
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The Law Says 


By GEORGE F. ANDERSON 


( may have a principle in 
Vine bottom of the mers and 
one may have it in the top. Many 
of the pinciples of real property 
law that we sacle so well in law 
school, but use so seldom in prac 
tice, sink pretty deep down in the 
bottom of the mind. 

If a testator comes into our 
office, wishing to draw a will, and 
says “my six-flat building I want 
to give to my son for his life and 
when he dies | want it to go to his 
heirs,”” we are apt to dictate, “My 
six-flat building at 5940 Evans 
Avenue, Chicago, I devise to my 
son, John, for and during his natu 
ral life, and on his death to his 
heirs at law,” 

That's almost poetic, but it vio 
lates the rule in Shelly's case, and 
the son gets a fee. We knew that, 
but it was too deep down in the 


“WANTED — 
Sales Organization” 


Real Estate Sales Organization 
qualified sell nationally, entire 
Florida Community now being 
veloped, or will consider sale 
project, all or part 

Comprises 3,590 acres, 
dential and retirement 
with water distribution, 
beautiful wooded water 
hole «olf course 
motels, boat basin, 
churches, schools, 
important a new industrial area to 
employ retirement and other local 
— development personnel. 

Only a high grade organization of 
integrity with proven ability to or- 
ganize and sell, or will consider ex- 
clusive state franchise to right parties 

If interested, write qualifications 
and details so interviews can be im- 
mediately arranged, Owners-Develop- 
ers, National Real Estate and Building 
goprnel, Dept. J8, 427 Sixth Avenue, 
S.E., Cedar Rapids, lowa 


ideal resi- 
home sites, 
electricity, 
frontage, 18 
shopping center, 
municipal hall, 
‘parks, and most 
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of our minds and didn’t 
emerge at the psychological mo 
ment. Why when we went to law 
school, we could recite the rule 
in Shelly’s like “twinkle, 
twinkle, little star, how I wonder 
where you are.” 

The rule does not apply if the 
remainder is to the Hidren” or 
to the “issue” of the life tenant, 
but one must be careful not to 
contradict the word “children” or 
“issue” in the context of the will 
because these words can mean 
“heirs” and this catapults you 
right into the rule. By this same 
token the word “heirs” may mean 
“children” “issue,” which is 
another thing to guard against 

The rule in Shelly’s case is not 
a rule of eeerechon but is a 
rule of property law. That is to 
say it is not a rule that is designed 


REAL ESTATE 
SALESMANAGER 


Dallas 


bottom 


Case 


Position available most progressive 


company, specializing in fine homes. Must be 
experienced all phases of real estate, especially 
closing of contracts, securing loans. general of 


fice management and the 
and inject enthusiasm into 


opening certainly has 


ability to maintain 
salespeople. This fine 
unlimited possibilities for 


an aggressive and ambitious man or lady, You 
will have a private office and receive 50% of the 
company s net earnings each month. Please for 


following in 
date of 


ward a typewritten report with the 


formation: name, address, phone no 


birth, marital status, education, references, and 
most important, a complete record of your past 
experience in real estate. Insert a recent photo 
graph of yourself and mail your reply to P.O 


Box 9744, Dallas 14 exas 


AAA.-1| rated Ir 
buy 75-ft 


Dept. Store Chain will lease or 
frontage and up in 90 to 100% area in 


cities 12,000 to 125,000 anywhere. Brokers’ co 
operation invited, Edw, Mitchell, 276 - 5th Ave 
N.Y. ¢ 
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Literature and Prices’’ 
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to arrive at or carry out the in 
tentions of the parties but on the 
contrary it defeats the intention 
of the parties. Therefore, the op 
eration of the rule would not be 
prevented by saying: “The word 
heirs in this will is used as a word 
of purchase and not as a word of 
limitation, and the rule in Shelly’s 
case is not to be operative.” 

The rule derives its name 
the case of Wolfe vs. Shelly Coke 
Rep. 93b, tried in 1579. The rule 
did not originate in that case, be 
cause it was observed as early as 
1365. Shelly’s case clinched it and 
therefore it took this name. It’s 
a feudal rule established to protect 


the lord in his feudal rights of 
relief, wardship, marriage, ete 
which would be lost if the word 


“heirs” was a word of purchase 
And back of the rule was also 
a desire to facilitate alienation of 
land, and to throw it into the 
track of commerce one generation 
sooner, by vesting the inheritance 
in the ancestor, than if he con 
tinued tenant for life, and the heir 
was declared a purchaser. 

In the case of Baker 


vs. Scott 


62 Ill. 86, it was contended that 
the rule was not the law of this 
state. I don’t see how such a 


contention could have been made, 
because we have a statute that “the 
common law of England, so far as 
the same is applicable, shall be the 
rule of decision, and shall be con 
sidered in full force until repealed 
by legislative authority.” 

In that case the court said: “As 
we understand, one of the princi 
pal reasons for establishing this 
rule was to prevent the abeyance 
or suspension of the inheritance. 
The rule therefore, is only applied 
to those limitations in which the 
word “heirs” is used, on 
of the maxim that (nemo 
haeres viventis 

But the rule does not apply 
when the words lawful issue, issue. 
sons or children are used instead 
of heirs. These words are regarded 
as words of purchase, and not of 
limitation, and the ancestor, there 
fore, would take only a life estate, 
and his or children 
take by purchase, the reason 
that they are a designation of per 
sons to take originally in their own 


account 


est 


sons would 


for 


right. But when the limitation 1s 
to the heirs, it is legal intend 
ment as a class or denomination 
of persons to take in succession 


from generation to generation.” 


N UNACKNOWLEDGED deed 


to a building that is occupied 
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as a homestead and the value of 
which is $1.000 or less is void and 
conveys nothing, Barrows vs. Bar 
rows 138 Ill. 649. And, of course, 
a deed that is defective but ac 
knowledged is regarded as una 
knowledged 

A daughter came 
father very ill 
me to prepare a deed to the 
tage from her father to her and 
for her to take it out and have it 
signed, after which she would 
bring it back to me to be recorded 
I told her I couldn't do that but 
would have to send a notary public 
out to the father to take the ac 
knowledgement. She didn’t like 
this and thought I was trying to 
obtain a larger fee but, when I in 


to me whose 


was She wanted 


cot 


sisted, she had to consent and | 
sent out a stenographer, who was 
a notary public, to take the a 


knowledgement 

A week later, the father died and 
a lawyer representing a son walk 
ed into my office with a smile 
his face. He said, *” 
prepared is void.” 

I said, “How come?” 

He said, “It was never personal 
ly acknowledged before a notary 
public, you didn’t send one out to 
Morgan Park to take this acknowl 
edgement. The daughter took it 
out and had it signed and you had 
your stenographer acknowledge 
it.” I called in the stenographer 
and told her, “Here is a lawyer 
who wants to ask you a few ques 
tions, answer him fully and con 
ceal nothing,” and then I stepped 
out. In half an hour the lawyer 
emerged. The smile had left his 
face and he said, “Well, I'll be 
doggoned » 

Don’t be too loose about taking 


on 
That deed you 


acknowledgements. I don’t say 
that there is never a case where 
you should not deviate from the 


straight and narrow but do it as 
little possible. “Hew to the 
line.” 


fi ~ Statute on Distress for 
Rent requires that a copy of 


the Distress Warrant and Inven 
tory be filed with the clerk of a 
court of record “immediately.” 


What does the word “immediate 
ly’ mean? 
In the case of Schoenfeld vs 


Kulwinski, 197 App. 472, the levy 
was made January 19, 1915, at 4 
p.m. The suit was begun, and 

copy of the warrant and inventory 
filed with the clerk of the Mum 
cipal Court before noon January 
21, about forty-eight hours after 
the warrant was levied 
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str 


excludes the lapse of any interval 


of time, but that is not the mean- act promptly and to file a copy of 
ing of the word used in the statute the warrant and inventory in 
The goods must be removed, an in convenient time as is rea 
ventory prepared and a copy there sonable requisite for doing the 
of, and of the distress warrant thing’.”’ 
made and filed with the c'erk of you remember this case, it 
the court may save you a damage suit and 
“In the case at bar the distress a heartache, because when you 
warrant was levied nearly ten are called upon to levy a distress 
miles from the office of the clerk warrant, you must work fast, and 
of the Municipal Court. We think have no time for research ot 
the word ‘immediately’ as used in’ meditation 





7 he 


uction, 


“In strict con 
‘immediately’ 


said 
word 


court 
the 


the 
plaintiff to file 
stantly but only required him to 


statute did 


not 
the 


require 
warrant 1 
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How to Successfully 


MANAGE -RENT — 
OPERATE 


BUILDINGS 
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if you are concerned 
with the problems of 
managing, renting or 
operating buildings 
send for an introduc- 
tory copy of BUILD- 
INGS, The Magazine of 
Building Management. 


BUILDINGS, a sister publi 
cation of the National Real 
Estate and Building Journal, 
is the one magazine designed 
to help you with all phases 
of big-building management. 
Every month you'll find in 
formative articles on such sub 
jects as 


. renting and leasing 

. decorating and layout 

. air conditioning and heat- 
ing 

. modernization 

. Cleaning and maintenance 

. new products and buyers’ 
guide 

. lighting and elevators 

.and other management 
problems 

So just fill in the cou and we'll rush 


the current issue of BUILDINGS to you 
at no obligation 


BUILDINGS Magazine 

427 - 6th Ave. SE, Cedar Rapids, Ia. 
Send me the current issue of 
BUILDINGS for my inspection 


Name 

Title 

Firm 

Street 

City / 
State 

NOTE: Regular rate is | year of 12 


issues for $4. Canadian: $5. () Check here 
if you wish to subscribe now 























From Floyd Lowe, president of the California Real Estate Associa- 
tion, comes word that, while young people are not going into real 
estate as much as they are into other industries, the Bakersfield 
Board is doing something about the situation. Fourteen members 
of the board have either their sons or daughters in business with 
them. The Board has issued a challenge. “Can you top this?” 


The United States Chamber of Commerce says that continued public 
housing will inevitably reduce the incentive for some citizens to 
try to build their own homes. The Chamber points out that every 
million tax dollars taken for public housing, makes it that much 
harder for lower or moderate income families to obtain a home 
In a letter to Senator John Sparkman (Dem., Ala.) chairman of 
a Senate housing subcommittee, the chamber also noted that since 
World War II, the industry has built enough privately financed 
dwelling units for one of every five families in the country 


Get ready for the rise of the two-car family. According to L. Walter 
Lundell, president of Universal C.L.T. Credit Corporation, the 
number of families having two cars has risen from 1,100,000 in 
1948 to 4,500,000 this year. If people start putting two cars in all 
those two-car garages what's going to happen to all that wonderful 
storage space for garden hoses, lawnmowers, kids’ bicycles, empty 
paint cans, golf clubs and fishing rods? 


it used to be that the sidewalk was stationary and you did the 
walking. Not anymore! At the air terminal at Love Field, Dallas 
Texas a new type of “moving sidewalk’”’ will be installed. The side 
walk will carry passengers and baggage to and from the plane 


Prices of part-time and full-time farms should continue at present 
levels or increase during the rest of 1955, according to F. W. Bau 
mann, New Ulm, Minnesota, president of NAREB’s National In 
stitute of Farm Brokers. In a research report Baumann said that 
competition from tract builders and industrial expansion have had 
a strong influence on peripheral land values. Locations convenient 
to pr, amon and at the same time farmable are becoming in 
creasingly scare. Part-time farms are described as properties of « 
few acres near urban areas 


it looks like a lot of wives are going to be urging their husbands 
on to greater heights, especially if they are entered in the Minne 
apolis aumvvrall fe apulco Derby. The 25 home builders who win 
grand prizes in this year’s contest will get a nine-day all-expense 
paid holiday in Mexico for themselves and their wives. The con 
test is sponsored by Honeywell in eae ene with NAHB to 
stimulate more effective home merchandising and to expand the 
“trade-in” home plan 


Leland P. Reeder, an outstanding California Realtor, passed away 
last month at the age of 64. He had enjoyed a long record of service 
and leadership in organized real estate, locally and nationally. In 
1926 he became president of the real estate company which he 
and his father founded in 1919. President of the California associ 
ation in 1942. the Bevery Hills Realtor has also been a vice-presi 
dent and director of NAREB and for two years was president of 
his local board. Earlier this summer he attended the Internationa! 
Conference of Real Estate Counselors in Geneva, Switzerland 
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Poliman Homes) e 


Extended Gable 
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local Field Service —Thyer factory representatives 











located in 33 states are ready to assist you in erect 
ing, land development, arranging financing, and L. * 
lanning local ad tising d mc th howin< 
_ PR SEES GAS ARETE Sy Big as it is, luxurious as it looks, this factory-assembled beauty will 
Turn-Key Contracting Service —For developers who stir sales excitement in modest income neighborhood when folks 
wish to build 50 to 100 houses at a time, Thyer learn how very little it costs to own a rambling, Southern-built Thyer 
can provide a turn-key building service that delivers 
. home. The ingenious design of roof extension over carport almost 
houses at a bonded contract price. (At present this } 
service is available in all Southern and in most doubles the width of the weeping front elevation 
Northern states.) 
1 ‘ 
Prompt truck delivery from our Southern plant to your site for 


Hatten! Adverthing Sappert—A hard hitting program quick and easy erection... puts you in business right away with some- 
in national consumer magazines pre sells your pros 


thing to show while others are being erected. You'll like to deal with 
pects—helps create buyer interest in Thyer Homes 


Ihyer. Why not have our factory representative explain the Silver 
Perents’ Seal — Thyer fabricated Platter Profit System in greater detail and acquaint you with the full 
units have been awarded Par ‘ 7 
aii? Mnettinn Commentetio: Ihvyer line of conventional-construction, factory-assembled homes 


Seal 


Northern Division Southern Division 
2850 Wayne Street, Toledo 9, Ohio 515 &. Yazeo Stree!, Dept. 1, Jackson, Mississippi 





